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Ag W. FISH of Filene’s in Boston, 
Mass., tells us: 

“The competent shoe buyer has 
nothing to worry about. Store 
management is interested in profits 
and the buyer that can produce is 
not bothered.” 





ARTHUR LIVERS, president of 
Frank Brothers on Fifth Avenue, 
voiced the caution that stores had 
better think twice before they 
change the character of their shoes 
and service. It takes years to build 
a reputation for fine shoes and 
when you drop to the lower level 
precipitously, you put doubts in the 
minds of your customers that the 
store is continuing its quality of 
shoes and service. 

Take it this way—what sort of a 
guy is the fellow who changes his 
clothes, appearance and his charac- 
ter each season? You wouldn’t 
know how to place the man in the 
circle of your friendships. Far 
better for him to stick to his true 


character that he has built up over 
the years; and the same holds true 
of a store. It is the personal atti- 
tude of the public towards the store 
and its employees that is as impor- 
tant to study as any change in price 
and grades to steal a volume from 
some other store in town. It’s all 
summed up in one question—Are 
you in the shoe game for a short 
pull or in the shoe business for a 
long term of years to come? Quick 
decisions can destroy a_ business 
where “thinking it out” can pre- 
serve it for many useful years to 
come. 


BR ICHARD O. HOLTZ, shoe buyer 
at Lamson’s Brothers, Toledo, tells 
us: 

“Every buyer should spend a 
little time on the floor every day- 
It keeps him in close touch with the 
real ‘boss’—the customer. The 
woman is presented with styles and 
trends of shoes as interpreted by 
designers and manufacturers, but 


[9] 


after all, SHE is the one who ap- 
proves them and tells us whether 
we can or cannot make success of 
various shoe ideas. HER reaction 
is what counts—regardless of what 
designers and manufacturers may 


think.” 


OF 





SID WEBER of Janesville, Wis- 
consin, tells us: 


“Few of us are blessed with un 
limited capital and although the 
banks are more lenient than before 
it isn’t the easiest job in the world 
to take care of our discounts in 
a backward season. 

“What I am driving at is, that 
the loss of 5 per cent discounts. 
which many manufacturers \ still 
maintain (others having dropped 
back to 2 per cent which I think is 
an ideal situation) is a great drain 
on the merchants. There is no ques- 
tion, of course, that discounts are 
figured into the wholesale cost of 
merchandise. If I cannot pay at 
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the appointed hour I lose the 5 per 
cent. 

“It costs me more to borrow 
money than it does the manufac- 
turer. With more collateral he can 
borrow at probably 1%c. while it 
costs me five or six. For that rea- 
son, I believe it is no more nor less 
than right that he should carry me 
a little longer than he has, I being 
willing to lose my 2 per cent but 
not.my 5 per cent. 

“If more of these 5 per cent dis- 
counts were eliminated and the 
shoes figured a little lower in price, 
I believe the independent merchant 
would benefit. And who dares to 
say that we independent shoe mer- 
chants are not of much greater 
benefit to the community than any 
other type of merchant.” 


HM. A. REICH of B. Forman Com- 
pany, Rochester, N. Y., says: 

“You have swung a little too far 
in comparing the mad demand for 
quick deliveries and rapid turnover 
in ready-to-wear with the shoe de- 
partment’s problem. Dead styles in 
shoes are just as dead as are those 
in millinery—when customers are 
through with them. I think there 
is a middle course that is desirable 
—faster deliveries, fewer styles and 
lines but not more shoes than you 
can sell this season.” 


+ * - 








HI ERBERT N. LAPE of the Julian 
& Kokenge Co. told shoe merchants 
attending the Mid-West Shoe Fair 
in Cincinnati: 

“We are living in an age that is 
bewildering and disquieting and, | 
might add, which seems to be 
slightly on the verge of the insane. 
Everything seems to have gone defi- 
nitely screwy. In place of the 
graceful dances of old, we have the 
jitterbugs who go through contor- 
tions familiar to any man who was 
raised on the farm and has watched 
a hired man’s antics with a red-hot 
bobtailed bumblebee up his pants 

















—Sounds big, doesn't it, but it's 
fact, nevertheless. 

—And they represent a fair cross- 
section of shoe opinion. 

—lIn all these conversations | have 
failed to find a single positive 
pessimist! 

—Some were cautious in venturing 
opinions; some were conserva- 
tive; but no one thought the 
World was coming to an end. 

—The majority expect the second 
half of this year to be appre- 
ciably better than the first half. 

—The majority feel that the danger 
of immediate war has been con- 
vincingly lessened. 

—The majority are ge opposed 
to governmental interference in 
business. 

—The majority seem to be realizing 
that we are living in an age of 
rapid change, and that present 
conditions may be the “new nor- 
mal” for some time to come. 

—The majority are, therefore, of 
the opinion that the only sensible 
plan is to accept present eco- 
nomic and social problems with 
some degree of grace, and pur- 
sue business with an open mind 
and renewed vigor. 

—In short, the majority are good, 
sensible business men who want 
to do a good job, and want a 
clear field in which to do it. 

—Even as you and |. 


Lnith TE 


leg. We swing our music when 
probably more good would be done 
if we swung the orchestra leaders. 
Indeed, everything is a bit unusual, 
unpredictable and generally devoid 
of rhyme or reason. 
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“Indeed, with so many curious 
and cockeyed things going on down 
in Washington, it was no great 
surprise when the recent goldfish 
gobbling epidemic swept over the 
campuses of the nation, leaving in 
its wake a wilderness of emptied 
fishbowls while the students them- 
selves became walking aquariums. 
It was in perfect keeping with the 
general trend. If that popular song 
‘The Three Little Fishies’ had been 
named the national anthem, the 
protest would have been a weak, 
hollow whisper. Offhand, one 
would say that devouring goldfish 
and going inte open competition 
with seals and pelicans was not the 
proper way for a young man to fit 
and prepare himself for his future 
struggle after he leaves the ivy clad 
towers of learning and gets into 
the briar patch of business enter- 
prise... . 

“Business does not need a loan. 
What it needs is to be left alone. 
Those who pushed business down 
in the well with their plans for 
regimentation are now turning hero 
and offering to rescue it, if it will 
only let them tie a rope. around its 
neck. It is impossible to keep dig- 
ging down into a well and come 
out at the top... . 

“The shoe industry as a whole is 
not in a satisfactory condition as 
is evidenced by the statement re- 
cently issued setting forth the earn- 








ings of the shoe manufacturers for 
1938. Of course, there are indi- 
vidual concerns whose earnings are 
very satisfactory, indeed. This ap- 
plies to the retail group as well. 
The chief complaint in the retail 
end has been markdowns and over- 
head. Many retailers are attempt- 
ing to offset markdowns by greater 
markup. This will eventually end 
in less units being sold and a great- 
er burden in overhead. A better 
plan might be to buy less units 
having markdown possibilities. 
MAKE A PROFIT ON WHAT 
YOU SELL, NOT ON WHAT YOU 



















EXPECT TO SELL. Then, too, no 
markup is high enough to compen- 
sate for poor judgment used in 
purchasing impractical styles with 
poor fitting qualities. Service and 
guality must be paramount in any 
well-regulated shoe store or depart- 
ment... .” 


ALFRED VAMOS, inventor of the 
Vamos process of  elasticizing 
leathers, says: 

“I was very much interested in Mr. 
B. M. Beeson’s remarks, as published in 
your issue of June 17, with regard to the 
step-in type of shoes. Mr. Beeson is, of 
course, quite correct in pointing out the 


injury done when there is too much ten-* 


sion over what he calls ‘the modest little 
bone in the center of the instep.’ How- 
ever, I think he is quite incorrect when 
he associates this injury entirely with 
the present vogue for the ‘step-in style 
which fits like a glove.’ 

“There is, of course, nothing new 
about a step-in shoe. American shoe- 
makers have made this type for at least 
forty years within my personal recollec- 
tion. At first step-ins were made with 
a rigid front and later with gorings. The 
rigid step-in started the trouble by caus- 
ing a hardening of the skin on top of 
that ‘modest little bone.’ Gores were 
then adopted to ease the rigidity, but in 
effect they only made the trouble worse 
because these old type gorings had a 
powerful kick-back and actually in- 
creased the tension on the foot. 

“The first real improvement was with 
the creation of ‘Lastex’ shoe gorings a 
few years ago, as they had a much 
gentler stretch than the old type and less 
kick-back. The real solution was found 
with the invention and development of 
‘Lastex’ leather and fabrics. Literally 
millions of step-in types of shoes have 
been made with these new materials in 
the past two years and primary reports 
from leading manufacturers indicate that 
this Fall will see a tremendous increase 
in the production of these types of shoes. 

“There is just one answer to that re- 
markable success and that is satisfied 
customers. The experience of a vast 
number of women proves that ‘Lastex’ 
leather or fabric step-ins can be worn 
throughout the day without the least dis- 
comfort, provided, of course, that they 
have been properly fitted. 

“With all due respect to Mr. Beeson. 
I believe the answer to the problem he 
poses is not what he suggests but, as far 
as the retailer is concerned, depends on 
first, the purchase of properly made shoes 
and, second, the proper fitting in the 
store. 

“May I suggest to Mr. Beeson also that 
when he talks about a step-in type strik- 
ing ‘right below or right on or right 
about the modest little bone’ he is talk- 
ing about almost every shoe that was 
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ever made. The only way to prevent 
striking against one of these three parts 
is simply to stop wearing shoes.” 


* * . 


THE new Hahn Building at 
Seventh and K Streets, Washington, 
D. C., site where William Hahn & 
Company has sold shoes for years 
and a familar downtown landmark, 
was dedicated and opened for busi- 
ness. The modern, two-story struc- 
ture replaces the old four-story red 
brick Hahn Building which was 
destroyed by fire in the Winter of 
1937. A familiar characteristic of 
the old building (a large clock that 
could be seen for blocks) has been 
copied in the new structure. 

Air-conditioned, the new building 
is equipped with indirect fluorescent 
lights and is decorated in interior 
paneling of primavera hardwood. 
The exterior is a combination of 
light tan and early mosaic design. 

The Hahn firm was founded 63 
years ago by William Hahn, who 
opened the -first Washington store 
at 1922 Pennsylvania Avenue. 


* * * 


MIODERN packaging is one of the 
visible features of marketing in 
nearly every commodity for con- 
sumer use (except shoes) , displayed 
at the New York World’s Fair. So 
it was left to Bonwit-Teller’s on 
Fifth Avenue, to dramatize the 
wrapper that goes around the shoe. 
within the carton. 

The shoe pouches are made of 
“Pliofilm,” a material distributed by 





Protex Products Company. These 
shoe pouches are being used to pro- 
tect the stock in the store from un- 
necessary handling and when the 
shoes are delivered, the customer 
finds them extremely useful as a 
closet and travel accessory. 


S. E. SILVER of I. Miller’s: 
“There is more of a call than ever 
for the classic type of shoe. It is 
in the spectator type that customers 
best accept the closed toe and heel. 
This shoe usually represents an 
extra sale, in addition to the more 
open and fancy types. Yes, we find 
there is some objection to open toes 
and backs and getting stronger all 
the time. 

“Sales of all white are far ahead 
of any combinations, tan and white 
next in volume, with blue and white 
and black and white together run- 
ning a poor third. There is little 
feeling for any other color. We 
sell a few prints but not multi- 
colors and all white as opposed to 
these sell about 100 to 1. 

“Our particular customers have 
shown no effect whatever from the 
low-heeled shoes-for-the-Fair tie-up, 
but this is perhaps due to the fact 
that we have been regularly selling 
good quantities of low heels for the 
past four years. About 50 per cent 
of our regular business is always in 
the medium or low-heeled types. 
This figure may be slightly in- 
creased this Summer because of the 
Fairs, but the difference will prob- 
ably be negligible.” 





“He used to work in Hollywood and insists on this set-up.” 
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SCENE ON TREASURE ISLE 


In the left foreground is the statue, “The 

Moon and The Dawn,” by Ettore Cadorin, at 

the eastern entrance to the Administration 

building at the Golden Gate International Ez- 

position. At the right is the south entrance to 

the Palace of Mines, Metals and Machinery and 
the imposing Tower of the Sun. 


EF shoe men of any city could get together in confer- 
ence to decide what kind of a promotion would prove 
the most effective in increasing the general footwear 
market, they could ask for nothing better than a 
World’s Fair, and especially a World’s Fair that was 
held on a ground like that of San Francisco’s Treasure 
Island—made out of the bay’s mud and paved with 
tutted gravel. 

Naturally, foot attention of Fair goers is focused 
emphatically on comfort. Sightseers can wear just 
about anything in the way of clothing—they can be 
fashionable or unfashionable, and still feel all right— 
but if their feet hurt, their enjoyment is minimized. As 
a result, fashion in footwear has become a secondary 
consideration, and the functional aspect of shoes of 
primary importance. 

Designs that are proving most popular with the 
feminine Fair goers are those that fill functional re- 
quirements. As is always the case when fashion fol- 
lows comfort needs, designs become more simple and 
more structural; and with this simplicity is achieved a 
definite smartness through concentration on elemen- 


tals. In other words, things that work well usually 


- look well. 


This trend toward simplicity for Fair-trekking foot- 
wear is being felt here in the demand for lower and 
broader heels, higher side walls, heavier soles, softer 
materials. The Dutch-boy type, with broad toe and 
low heel, is one of the large-demand items. 

In preparing for the Golden Gate International Ex- 
position, prior to its opening, we were under the im- 
pression that closed-heel and closed-toe styles would be 
the most desirable for this use, and consequently, 
stocked well on them. However, this did not prove to 
be altogether the case, for, while the functional lasts 
and functional heels were taken up at once, the basic 
style for open shoes—and especially open toes—main- 
tained in our selling. 

It is our belief today that, in spite of the fluctuations 
in this fashion, the open idea is such a basic trend 
in feminine footwear evolution that it is certain to 
continue and, with the developments and perfections 
which are bound to come in this kind of shoemaking. 
will grow solidly in the future. 


Where Cafe Society Meets 
Another definite footwear trend that is asserting it- 
self is the demand for a high fashion shoe that marks 
the comings and goings of San Francisco’s cafe society. 


HOW THE FAIRS 





because Treasure Island is the base for many lunch- 
eons, cocktail parties, and dinners of those who are 
seen in the best places. Club women, those well-dressed 
members of the leisure class, are finding the atmos- 
phere of the exclusive island clubs most attractive for 
both formal and informal meetings, and are not at all 
interested in sightseeing. 

As a consequence, the footwear demand here is for 
a certain type of spectator, afternoon or town shoe 
characterized by a not-so-high heel but having other 
high-fashion details. This cafe and club crowd are not 
so insistent on the comfort angle, but they are finding 
that shoes, which are both structural and smart, are in 
the best taste for island gatherings. 


Collegiates Set a Pace 


Also, there is a young college-girl group that is 
making Treasure Island headquarters for all sorts of 


FAIR VISITORS UNDER TRIUMPHAL ARCH 


Between the Court of Reflections (foreground) 
and the Court of Flowers on Treasure Island, 
at the Golden Gate International Exposition, is 
the lovely Triumphal Arch, whose inner walls 
are decorated with the magnificent murals, 
“The Winds” by Hugo Ballin. Flowers by the 
million bloom in the two courts. 


INFLUENCE SHOE FASHIONS 


San Francisco Retailer Stresses Im- 


portance of “Functional” Promotions 


by W. J. WILKIN 
ADVERTISING COUNSEL, SOMMER & KAUFMANN 


sorority and social affairs. They are demanding every- 
thing from the co-ed sports oxford to the afternoon- 
shoe type. These youngsters are, as usual, very con- 
scious of appearance at all times, especially at summer 
rush events, and their shoes must have both comfort 
and superlative smartness. 

This activity among the college girls themselves has 
heen closely paralleled by the interest of the young 
matron and debutante group in collegiate modes. There 
has been a decided increase in sales along the lines of 
typically collegiate, flat-heeled, welt and platform-soled 
shoes, not only by college girls but also by the just- 
older group of society. Judging from the shoes they 
are buying, many women are recapturing those free, 
comfortable ways of their own school days by choosing 
this most functional type of footwear for Fair prom- 
enading. [TURN TO PAGE 28, PLEASE] 
AN ISLAND OF BEAUTY 
Visitors by the millions are now converging 
on Treasure Island to inspect the wonders of 
the Golden Gate Iuternational Exposition. On 
the left is the entrance to the Palace of Mines, 

Metals and Machinery, and, beyond, the Tower 


of the Sun. On the right. across the Court of 
the Moon, is the Palace of Homes and Gardens 
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SHOES OF THE NATIONS 


Footing It Through the 
World's Fair Shoe Exhibits 


AS far as quantity goes, the number of shoes you'll 
find on exhibition in Flushing Meadows could probably 
all be packed in one sample case. These seven sketches 
represent some hours of shoe searching through the 
New York World’s Fair. But for quality, you'll see 
some really fine ideas in shoe designing in the Court 
of the Nations. Don’t let the foreign lasts stop you. 
The pattern details have got something. 

Belgium has the most complete and interesting ex- 
hibit. Too often, too many details are used in one shoe. 
That seems to us a common failing of so many Euro- 
pean shoes. Nevertheless, you'll find some new thoughts 
in trimmings worth noting. Particularly in heel treat- 
ments and notably in sports shoe patterns. 

In the exquisite French pavilion, Greco and Hellstern 
have some jewel-like shoes. That mule (sketched here) 
made of leaping fishes, with hand-blended scales, is a 
lovely thing. So is Hellstern’s butterfly shoe on the 
same principle. And France has offered some very strik- 
ing ideas in clog patterns. 

Great Britain’s one shoe entry is shown in an exhibit 
of British leathers. It’s a shoe (illustrated) that demon- 
strates the possibilities of colored lining linked to the 


RN 
Wet : 


by RUTH HARRINGTON 


trimming. It occurred to us that anybody who is play- 
ing up these new, germ-proof processed linings should 
see this shoe. It shows effectively how attention can be 
directed to a lining. 

Be sure and note the arrangement of the leather skins 
in the British Pavilion. They’re beautifully shown. You 
may get an inspiration for a store display or an exhibit 
at the Waldorf Leather Show. 

[TURN TO PAGE 28, PLEASE] 


Shoemaker’s Pride 


**Ever Since Adam and Eve, Man 
and Woman Walk on Two Feet. From 
Time Immemorial Footwear Protects 
Us from Discomfort. But a Pretty 
Slipper for the Daughter of Eve Re- 
mains the Shoemaker’s Pride.” — 
Legend from a Shoe Window in the 
Czechoslovakian Pavilion. 
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COLOR MUSTS 
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IN FALL STOCKINGS 


Leading Hosiery Manufacturers Include Wide Range | 
of Colors in Their Fall Lines to Harmonize with 
Colors in Costumes and Shoes. The Newest Coordina- 
tion Idea of Tone on Tone Instead of Sharp Contrasts 
Has Resulted in Softer More Subtle Stocking Shades 














N OW that there can be no question in anyone’s mind 
as to the importance of hosiery in the accessory fashion 
picture, and now that you are thoroughly used to the 
idea that women are going to show plenty of leg in 
day-time clothes for, at least, one or two more seasons 
—your main concern is with the color story for 
Fall. What with more and more color in clothes and a 
growing trend to closely harmonizing, rather than 
sharply accenting, accessories, the problem of the right 
stocking color becomes more and more complex. 


THe ImporTANCE OF BRowN 

Take, for instance, the question of brown. As you 
know all too well, a brown shoe is not just one tone of 
brown today. It may be a very dark brown or it may 
be a shade with a touch of mahogany red in it. It is 
not just a sport or tailored, it may also be a high- 
heeled, type. All these aspects of the brown shoe call for 
careful selection of stockings, both as to color and 
weight. There will be plenty of brown in clothes, too, 
rich reddish browns, dark browns, the dark and golden 
combination of sable-dyed or sable furs and the silvery 
tone of beaver, to mention two leading furs of the com- 
ing season. 


GREEN A StronG Coton For Fay 

Then there are all the greens—the moss greens, the 
very dark (launched as “Navy Green” this Spring), 
and the medium shades. And there are the hennas and 
rusts and coppers and real reds, as well as the wine and 
grape tones, not to mention black, which is always an 
important foil for accessory colors. Yes, there is plenty 
to think about in choosing the stocking colors this 
season. 


Fortunately, the stocking stylists have been on the job 
and have foreseen the need for a wide range of colors. 
In studying the lines of leading hosiery manufacturers 
we were struck with the consensus of opinion as to 
“must” colors. All the houses show golden beige tones 
for wear with green; soft gold or warm brown for dark 
brown shoes and costumes; brown with a reddish tinge 
for clothes and shoes with the same cast; a mauve cast 
for grape and certain wine shades; a “tile” or rosy 
beige to blend with the henna-rust family. In addition, 
there are, of course, some light flesh tones for evening, 
some more neutral beiges and some brilliant copper for 
black or white shoes. This color, however, is confined 
to certain sections of the country, notably the West 
Coast and the South West and some of the larger cities, 
including New York, although the smartest women will 
probably not go in for this color in a big way except 
for resort wear. 

We are listing some of the important colors from 
leading houses. Not all the hosiery manufacturers 
are ready with their swatches but the following list 

[TURN TO PAGE 42, PLEASE | 











ACTION WITH THE JARMAN “MILLION-AIRE™ 


@ Sales get fast action when you feature the new Jarman ‘Million-Aire’ and its special, 





cushioned innersole with this interesting display. Write today for details—you can get 


your “Million-Aire’ action display on a special merchandising plan, already building sales 
for hundreds of stores! Jarman Shoe’-Company, division of General Shoe Corporation, 


Nashville, Tennessee. 

















BOOT anv SHOE RECORDER, July 1, 1939 


hy 


When made with UNISHANK 
there is strength and rigid support 
exactly where needed. That is one 
important reason a steadily increas- 
ing volume of women’s shoes has 


this unrivaled construction feature. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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COUNTRY shoes are the best group in which 


to observe trends and follow their developments. 


For here originate most of our novelties, many 
of our new lasts which later change style in 
lighter weight street shoes, and certainly here 
is the proving ground of surlaces and new ma- 
terials. That is why you have in the country pic 
ture a glimpse of the classic past and ever- 
changing present, and a glimpse of the future. 
It is also a good classification in which to see 
trends crystallize and a vantage point from 
which to see unsuccessful patterns vanish behind 
the horizon. Did you ever stop to compare the 
shoes of a given season with those you sold a 
year or two ago? Some of the shoes which are 


Merchandise Sources on Page 32 
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accepted today will bear marked resemblance to 
shoes you viewed with a questioning eye a year o1 
two previous. Where are most of the shoes which 
were so highly touted and promoted? And then 
there’s always the “novelty” of a season or two past 
which now has become entrenched to a point where 
it becomes practically a “staple” pattern. 

Not in many years has the line of demarkation 
between simple classic types and novelty shoes been 
so clearly defined as it is this year. But the gap is 
bridged quite nicely by the innovation of new mate- 


rials in these classic tpes, as well as in novelties 


and perhaps still better, by the tremendous su: 
face interest of Fall leathers for both types. 
First for the simple, classic side of the picture. 


URN TO PAGE 32, PLEASE | 
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Leisure and comfort slipper 
display rack in the Broadway- 


quently changed; monthly 
changes, or oftener if the occa- 


sion requires, are the rule. 


There is a constant promotion 
of some current event that en- 
ables the store to sell many 
pairs of slippers at full price. 


Constant Displays Sell Casual Footwear 


**THERE is just one season on casual, leisure and 
comfort footwear. It starts on Jan. 2 of every year and 
does not end until Dec. 31 of that same year,” is the 
unqualified opinion of Frank N. Baker, women’s shoe 
department manager for the Broadway-Hollywood store 
in Hollywood, Calif. 

A study of the promotional methods used by this 
well-known shoe buyer in his casual and leisure slipper 
department is well worth while. There are three basic 
factors in the merchandising program, each as de- 
pendent on the others as the legs of a three-legged stool. 


Amp Le DispLays 
Amp te Stocks At ALL Times 
RecuLar PLannep Winpows anp Newspaper 
ADVERTISING 


“These shoes must be promoted at every possible 
occasion, and there is an occasion almost constantly, 
every month in the year, if a buyer is interested in find- 
ing one,” is the Baker underlying plan of campaign. 

One entire end of the women’s shoe department at 
the Broadway-Hollywood is set aside for permanent dis- 
play purposes as shown in the accompanying photo- 
graphs. These pictures show prevalent Summer selling 
shoes. This entire display will be completely changed 
for the next promotion. Note that the shoes are dis- 
played so patrons can pick them up at will. 

And there are excellent reasons for doing so. This 
type of inviting display causes patrons to look the shoes 


BOOT anv SHOE RECORDER, July 1. 1939 






A nd the Season for Slippers Is the Whole Year ’ Round, 
Provided Effective Window Promotion and Interior Dis- 
plays Are Backed Up with Ample Stocks and Abundant 
Advertising—A Successful California Shoe Man Tells 
How He Increased Sales and Profits on Leisure F ootwear 


over very thoroughly. When the floor man or a sales- 
man has a patron interested in casual or leisure slippers, 
the customers is brought right over to this section. 
There is a peculiar consumer reaction in slipper selec- 
tion, Mr. Baker has found. During the busy periods, 
women will wait for shoe service, but will demand im- 
mediate slipper sales service. Even in as fine a store 
as the Broadway-Hollywood, patrons will wait for slip- 
per service when their interest is aroused by these all- 
inclusive displays from which they may make an un- 
hindered selection. 


ANOTHER angle of displays of this character is that 
patrons will usually make a several pair selection of 
their own accord. In this way, multiple sales are the 
rule. 

Ample stocks that are complete with regard to sizes. 
colors and patterns at all times are a MUST. As there 
are practically no mark-downs on this fast-moving mer- 
chandise, stocks covering every possible item are most 
feasible. 

“Women wear slippers all the year around and be- 
fore we start talking about merchandising, you must 
admit there is a constant replacement to be made. The 
reason stores, as a rule, do not cash in on this business 
is because they aren’t ready for it. You cannot hope 
to do a satisfactory slipper business on an inconsequen- 
tial stock that is full of holes,” is a Baker opinion well 
worth considering. 
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“Then too,” he continued, “color is most important. 
Experience here has definitely proved the merchandis- 
ing fallacy of buying a white or neutral in a dyeable 
material, and to expect the trade to wait for a dyeing 
job, when they have no certainty that it will be exactly 
what they desire. Such a practice hampers a store’s 
selling activities in taking more of the salesman’s time 
than is needed and what’s more, greatly reduces the 
potential multiple pair sale possibilities. Carrying 
every color is the best possible incentive for a sales- 
man to suggest several pairs and for a patron to make 
a permanent, pleasing selection.” 


THIS casual slipper department is one place where 
good money is being consistently made through stock- 
ing a complete color range in every pattern. The stock 
turns so quickly that every color sells. Colors in slip- 
pers not only brighten window and interior displays 
all over the store, but really sell in important volume. 
Some times of the year, styleful colors are more active 
than at others, notably during the Christmas and the 
vacation periods. 

A frequent stock count taken in this slipper depart- 
ment assures Mr. Baker that he is well covered on 
staples. What is more important, he consults very often 
with the buyers in the lingerie and negligee depart- 
ments to check up on new styles and the latest trends in 
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by HARRY R. TERHUNE 


colors. Also, he arranges displays in these departments 
to put the idea of “slippers to go with” in the minds of 
women buying new negligees, pajamas, housecoats. This 
is proving particularly valuable right now, since this 
year these garments have grown out of the boudoi: 
class and now come down to dinner at home. Many of 
the newer garments are almost as formal as regular din- 
ner dresses. However, they have that casual look about 
them, and Mr. Baker has discovered they need a very 
special type of slipper which he is supplying in con- 
siderable quantities to the satisfaction of all concerned. 
Ample stocks as viewed by this buyer, cover that 
field range from comfy felt slippers, to the fine satins, 
as well as the very popular readily selling casual types. 
Women seem to have more time in which to wea 
the casual types, he finds. Then there is the important 
trend toward slack suit wearing by women that means 
a greater opportunity than ever before to sell many 
[TURN TO PAGE 28, PLEASE] 


A new sales appeal for the casual types of foot- 

wear is constantly being presented to the public 

through interesting departmental displays. This 

display and the display rack showing the leisure 

shoes are set at right angles to each other in such 

a manner that they are visible from the entire 
shoe department. 
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Our Freedom Is Real 


COME to the Fair! It’s a great show! 

But it positively reeks of propaganda. So bring with 
you your appraising mind. Weigh what you see in the 
light of American comparisons. 

Naturally, you can’t overlook the Soviet Building, 
with its huge striding statue 300 feet up, on top of the 
marble pylon. One St. Louis shoe man walked up and 
down in front of the building and said: “Take one 
more step, big boy, and it won’t be long now.” The 
two of us walked into the second building (and there 
are three U.S.S.R. buildings at the Fair). There in the 
Constitution of the Union of Soviet Socialist Republics, 
we read: 

Article No. 125—“In conformity with the inter- 
ests of the working people, and in order to 
strengthen the socialist system, the citizens of the 
U.S.S.R. are guaranteed by law; 

a) Freedom of speech; 

b) Freedom of the press; 

c) Freedom of assembly, including the holding 
of mass meetings.” 

Well, that was just about enough for us—because if 
that clause in their own constitution is a lie, then the 
whole building is a phoney. 

Almost in the shadow of that towering figure is the 
little modest exhibit of the Irish Free State. We had 
occasion to look at their collection of books and saw 
on an upturned page, the title: “The Excellence of an 
Open Mind”—a phrase particularly refreshing in view 
_ of our previous experience. 

Then we sauntered around the Fair grounds in quest 
of more substance for our thinking but failed to find 
what we were looking for—Benjamin Franklin’s sug- 
gestion back in early American days that there should 
be organized the Society of the Free and Easy. As he 
put it: “Free by the general practice and habit of the 
virtues; free from the domination of vice—and par- 
ticularly by the practice of industry and frugality free 
from debt, which exposes a man to confinement and 
a species of slavery to his creditors.” 

We left the Fair grounds, and went over to the meet- 
ing of the Sales Executive Club and heard Dr. Paul H. 
Nystrom, foremost authority on marketing, say: 

“We have allowed ourselves to be led astray from 
fundamental economic principles in the belief that 
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everything had changed, including the elementary eco- 
nomic principles by which we live. Some of our people 
seem to think that the laws of supply and demand have 
been repealed. 

“Apparently, we have a lot of people now-a-days 
who believe that there is something wrong with the 
multiplication table and even that substraction of con- 
tinued expenditures from what we have really means 
the same thing as addition. 

“We have commonly failed to understand the causes 
of our difficulties. We haven’t even taken the pains to 
find out the causes of our troubles. We haven't tried 
to correct our difficulties in an orderly manner. 

And at last we wound up at the corner of 39th Street 
and Seventh Avenue, where we overheard two garment 
workers talking. One of them was saying: “You think 
things are tough over here. . . . Well, it’s a whole lot 
better than over there.” 

One thing we do know, that in America freedom is 
real—not only guaranteed by our Constitution but pre- 
served by our péople as a foundation of American life 
and liberty. 

We may seem to rush hysterically this way and that. 
as a means of keeping business going; but fundamen- 
tally we are on the right side for human progress. 

As Dr. Albert Einstein put it: “There is only one 
problem in America—Unemployment. Solve that and 
you solve everything.” That is our next step. 

One thing we all know—that we prefer to live and 
work by the Democratic system of enterprise and am- 
bition. We also know that in the last six months we 
have had reason for thanksgiving that the “mad dogs of 
war’ are not baying their fetid breath in our faces. We 
must not encourage by act, deed or even mumbling the 
intolerances that have made parts of the world sadis- 
tically cruel to men, women and children. 

We have sincere hopes that we can solve our prob- 
lems in the Democratic way and time will tell whether 
we can, each and every one of us, contribute something 
for the common good. 

[TURN TO PAGE 34, PLEASE] 
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Dressed to SLL 


Goop/YEAR 


WINGEOOT 


HOE manufacturers have 
learned from long experi- 
ence that men prefer rubber 
heels that are handsome, long- 
wearing and that look like part 
of the shoe. That’s why you'll 
find these qualities developed 
to such a high degree in the 
Goodyear Custom and Wing- 
foot* Heels. 


And naturally, manufacturers 
realize that when they fit their 
shoes with heels which com- 


THE GREATEST NAME 


bine these features, such heels 
will “dress up” their shoes in 
both appearance and sales ap- 
peal. 

So they’re willing to pay more 
for the Wingfoot and Custom. 
They know your customers 
want them, and that men re- 
gard the name Goodyear as a 
promise of greater value. 


In short, these manufacturers 
are aware that you'll sell their 
shoes more easily with the help 
of these two heels! 


*Trade-mark af The Goodyear Tire & Rubber Company 











MORE PEOPLE WALK ON GOODYEAR RUBBER HEELS THAN ON ANY OTHER KIND 
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The More Shoes the Merrier 


Shoes should be seen in order to 
be sold is the theme in the design 
of the new Flagg Bros., 42nd Street, 
New York City. 

Inside the store a continuous dis- 
play case is built into the stock 
shelves and extends around three 
walls of the store. It is four and a 
half feet above the floor, three shoe 
boxes high and one box deep. Over- 
head lighting is used to attract the 
customer’s eye to the shoes on dis- 
play. And this is facilitated by plac- 
ing the seats for the customers in two 
rows parallel and facing the walls. 
These displays are an aid to the sales 
clerk in suggesting shoes to the cus- 
tomer. And an aid to the customer 
in pointing out the particular model 
in which they are interested. 


a oe 


Lecturing at a Profit 


Louis Ackman, of the Dorothy May 
Shoe Shop, Bay City, Michigan, has 
developed a very profitable contact 
with the Bay City Business College. 

Invited to give a lecture on the 
shoe industry, shoe store operation, 
turnover, advertising and display 
problems, Mr. Ackman concluded 
his address with an invitation to the 
students to drop into his store to dis- 
cuss any problems that might come 
up in connection with their school 
work. 

Mr. Ackman says, “The response 
was tremendous—not only with their 
problems but in sales.” 


* * 


Maurice King, Newark shoe retail- 
er, has expanded his profitable ortho- 
pedic business in similar ways. 

Mr. King goes out and finds the 
people who need orthopedic shoes. 
He watches workers in the public 
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markets, salespeople in the stores, 
policemen on the pavement and all 
those in occupations which might de- 
velop foot troubles. Noticing a foot 
sufferer, Mr. King is quick to rec- 
ommend correct footwear. 

Mr. King has also widened the cir- 


cle of his customers by making the 
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Great gusts of air refresh your feet every step. 
i's the new, sofi-toe companion to our town biucher 
that's making such a hit with World's Fair walkers. 


sole and without punching. Black or brown calf. 


by JOHN F. W. ANDERSON 
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acquaintance of local doctors and by 
invitations to address medical meet- 
ings and conventions. Doctors are 
quick to recommend their patients to 


an expert. Re 


Matching White Shoes with 
White Suits 


Robert Kuhn, shoe buyer for the 
Paris Department Store, East St. 
Louis, Illinois, has developed a clever 
system for the promotion of more 
varied white shoe style sales—which 
means better spread volume, more 
sales in less prominent lines, and 
often, two sales in place of one to th« 
same customer. 

The Paris shoe department ha- 
been enlarged and moved back along 
the left wall of the store to form a 
practical entrance into the men’: 
clothing section—where a prominent 
display of Palm Beach, linen and 
other popular Summer white suit 
fabrics has been placed. Thus, when 
a white suit is sold, it is an easy ste) 
into the shoe department to a con 
venient display of popular whit 
shoes. This step is encouraged by 
issuing small cards to each clerk in 
the clothing section, reading “Fo: 
white linen we recommend—” (what 
ever is in tune with this fabric). Al! 
personnel in the men’s clothing d 
partment have been instructed to offe: 
each customer one of these cards tv 
gether with the suggestion that they 
visit the new shoe section. 

Once inside, the Paris shoe clerk- 
make every effort to play up tl 
advantages of matching white shi« 
styles to various fabrics—using a) 
thoritative men’s fashion magazin: -. 
shoe manufacturers’ pamphlets, tra:'« 
magazines, and other “bibliograph\” 
as convincers. Smooth finish whites. 
Mr. Kuhn points out, go well with 
ultra-style suitings—Congo cloth. 
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BEST IDEA OF THE WEEK 
SELLING SHOES IN A HOTEL LOBBY 


St. Louis, Missouri 


OP Jdeator—“What are those shoes doing in that 
display case opposite the cigar counter in the Hotel 
Statler? I hope hotels aren’t planning to let their cigar 
counters sell shoes.” 


Beilhop—“1 beg your pardon, Sir! But if you will 
note the large sign displayed over the display case, 
you'll see where it says, ‘Boyd-Richardson’s store offers 
a complete line of men’s shoes. The store is just two 
blocks south and three short blocks east!” 


O.P Ideator—“I think I’m beginning to understand.” 


Bellhop—“Yes, Sir, and from my observations here 
in the lobby, it looks like a good selling idea. But 
notice the other sign in the case that says, ‘If you 
haven’t the time to come to the store we'll be glad to 
send the shoes to you for inspection’.” 


O.P Ideator—“That sure is complete service. But 
I shouldn’t think there would be much occasion for 
a traveling man to need a pair of shoes while on the 
road. He probably patronizes the shoe stores in his 
own home town.” 


Bellhop—“You may not believe it, but Mr. Kopp, 
manager of Boyd’s shoe department, reports numerous 
calls as a result of hotel guests seeing this display. 
As for example, suppose a man gets his feet soaking 
wet, he can’t take the chance of catching cold from 
wet feet and he can’t let his business calls wait for 
his shoes to dry and the chances are nine to one that 
he hasn’t an extra pair of shoes with him.” 


0. P. Ideator—“Yes, and I can also see where there 
are cases where a man may have forgotten necessary 
evening shoes or golf shoes.” 


Bellhop—“You shouldn't overlook the fact that this 
case is opposite the cigar counter which as you know 
is the ‘hot spot’ in every hotel and an attractive shoe 
display couldn’t help but be noticed by many guests.” 


O.P Ideator—“Just from your position here as bell- 
hop, how many of the hotel guests stop and look 
at the shoes on display?” 


Bellhop—“I would say that seven out of every ten 
men see this display while they are guests at the hotel. 
The very novelty of seeing shoes, of all things, dis- 
played in a hotel lobby, catches their eye and causes 
them to stop and look at the shoes. As you probably 
noticed, the shoes picked for this display cover a wide 
field, and will suit almost every man. Another thing 
I have noticed is that women guests will often stop and 
look at the display and later I will see them walking 
up to the display with their husbands and pointing out 
what they consider as a good looking pair of shoes for 
them to buy.” 


O.P Jdeator—*I assume that the seasons are watched 
closely with regard to the shoes on display.” 


Bellhop—“Decidedly so. And I must say that 
Boyd’s keep their case neatly trimmed and watch it 
closely even though it is some distance from their 
store. Boyd’s have also let the bellhop staff know that 
they are welcome at the store and as a consequence 
most of us are pretty well acquainted with Boyd’s shoe 
department and its stock and when hotel guests ask 
us questions concerning possible shoe purchases we 
feel confident that we are giving the correct informa- 
tion and we generally earn a tip besides.” 











white silk weaves, and high gloss tex- 
tures, while buck is versatile enough 
for almost anything. Brown and 
white are outselling all others, but 
Paris is getting good results from all 
styles and leathers. 


* * - 


Preserving Childhood 
Memories 


The Davison-Paxon department 
store, Atlanta, Ga., reminds its cus- 
tomers to preserve their baby’s shoes 
in lasting metal, “You always thought 
you'd have it done someday. Here’s 
your chance—at a 10 per cent saving.” 

They offer to metalize a baby’s shoe 
and mount it on an ash tray with 
metal or onyx base. Or make a pair 
into book-ends. Finished in ivory, 
silver-plate, brass with gold finish, 
burnished copper, French bronze, 
in copper bronze or 22-karat gold—in 
prices ranging from $2.47 to $22.50. 

As an added inducement they invite 
the customer to come in and see the 


metalizing done. 


Sell Starters for Clearance Sales 
“July pump-priming SALE.” 
“Stock up and save.” 

“Such values can’t last.” 
“Semi-annual stocktaking.” 
“Last call.” 

“Pre-inventory SALE.” 
“Clean sweep.” 

“Save on shoes you need now.” 
“Summer shoe savings SALE.” 
“A hit parade of hit shoes.” 
“End of the month SALE.” 
“Cues for economy.” 

“Is your size here?” 


“A corking SALE of new corkers.” 


“Two new ways to walk into Fall.” 

“You couldn’t be cooler.” 

“Such values can’t last.” 

“Season-end, month-end SALE.” 

“For a cooler Summer.” 

“July carnival of values.” 

“The best part of Summer is still 

come.” 

“In pursuit of happiness.” 

“Comfort shoes at a comfort to your 
pocketbook.” 

“The SALE of SALES.” 

“Style shoes at a comfortable 
price.” 

“Gi-gantic! 
sal!” 


Stu-pendous! Co-los- 





A FORUM FOR PROVEN IDEAS 


A shoe retailer writes in to say that he has used several O.P.1.’s on adver- 
tising cards to send out to his customers and would appreciate a few more 


ideas suitable for postcard promotions. 


We can think of a few but realize that the real value of this department 
lies in it being a forum for the exchange of proven selling and merchan- 


dising ideas. 


So we suggest that our readers send in some of their one-penny postcard 
mailing pieces—we will reprint them in the BOOT AND SHOE RECORDER 


—for the benefit of all. 
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English Store Features American Leather 
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This window of Harrod’s, Regent Street, London, features an exhibit of grains 
from Ohio Leather Company. 





How the Fairs Influence Shoe Fashions 


[CONTINUED FROM PAGE 13] 


Because of these definite trends in 
footwear demands resulting from the 
World’s Fair, we are fitting the tone 
of our merchandising to meet require- 
ments and are never losing sight of 
stressing the comfort angle. Normally, 
practically all footwear promotion cries 
the importance of high fashion, but we 
feel that emphasis on function and 
comfort is by far the most effective 
note to sound in our merchandising. 


Shoes Men Want 


Activity in the men’s shoe business 
has not been quite so apparent here as 
in the women’s trade, but at the same 
time there has been a marked reaction 
toward types that are especially 
adapted to the needs in tramping about 
exposition streets. 

This reaction is being shown by the 
demand for flexible materials, heavy 
soles, and wide toes. However, we have 
found that stressing the functional 
purpose of shoes in our merchandis- 
ing is a splendid policy for men’s foot- 
wear, because they will tolerate dis- 
comfort even less than women and are 
willing to sacrifice appearance for the 
more important need for walking ease. 


All's to Be Fair 


In analyzing the entire merchandis- 
ing and promotional aspect of footwear 
as influenced by the San Francisco 
World’s Fair, we feel that—although 
in the initial stages of our year’s pro- 
motion, we thought we had overplayed 
the Fair angle—in reality, we did not 
play it half hard enough. For the re- 
mainder of the year, it is going to be 


our policy to put even greater concen- 
tration on the Fair tie-up. We are go- 
ing to take the utmost advantage of 
the Fair as a natural promotion for 
footwear selling. 

The keynote of that merchandising 
is to sell more shoes by selling com- 
fortable shoes, stressing the functional 
idea as a sound basis for good design 
and appealing to the common sense of 
our trade in pointing to the fact that 
well-shod, comfortably shod feet make 
Fair going a happy event. 


Constant Displays 
Sell Casual Footwear 
[CONTINUED FROM PAGE 23] 


more pairs of shoes to go with these 
outfits. “It really seems there are 
dozens and dozens of reasons women 
are finding for buying more and more 
of these types of footwear,” Mr. Baker 
reflected. “We, therefore, endeavor to 
keep sized up at all times as we hardly 
ever take a mark-down and it is easy 
to keep a healthy maintained mark-up 
that always pleases the front office.” 

Proof of what coordinated window 
displays, interior displays and news- 
paper advertising will do: At the open- 
ing of this Spring’s casual shoe busi- 
ness, a coordinated promotion resulted 
in selling in four days what was pur- 
chased as a normal six week’s selling 
supply! 

Salesmen are paid the same commis- 
sion for selling from this department 
as they receive for selling regular 
shoes. The men know they can con- 
fidently step to the racks for nearly 


any wanted size and color, so all take 
a real interest in selling from this de- 
partment as an added sale possibility. 
One reason why the management and 
sales organization alike have a kindly 
feeling toward casual and leisure shoe 
selling is because there is practically 
no returned merchandise in this de- 
partment. Then too, Mr. Baker feels 
strongly that these slippers are a great 
trade-building medium for his entire 
shoe department because of the repeat 
and satisfied customer aspect. 

“Two obvious reasons for the tre- 
mendous gain in pairage sales from this 
slipper section are the constant growth 
in slack wearing and the fact that the 
shoes are so comfortable. Patrons who 
have bought a single pair are the ones 
who buy from three to six pairs at a 
sitting. Naturally they tell their 
friends, so we are experiencing a most 
gratifying repeat business from hun- 
dreds and hundreds of satisfied patrons. 
Casual and leisure slippers are a real 
business now in the stores which take 
this business in a serious fashion. 

“Somewhat different from when I 
was a kid learning the shoe retailing 
business and slippers had only a brief 
six weeks’ activity.” And Mr. Baker 
smiled refiectively as he mentally re- 
viewed his slipper operation for the 
past few years. 


Shoes of the Nations 
[CONTINUED FROM PAGE 15] 


Don’t miss the Chilean Pavilion 
That shoe (illustrated) with the natu- 
ral wood heel, streamlined from a 
natural color composition platform, is 
well worth seeing. The director tells 
us that a Russian Princess couldn’t liv: 
without the hand-woven shoe shown in 
our sketches. Note particularly, in this 
exhibit, the idea for displaying shoes 
posed on unfurled rolls of white tin 
“lace.” This is such a simple and effec 
tive way of making shoe arrangements 
The rolls of lacework can be twiste: 
in all sorts of interesting forms and 
they’re firm enough to hold a heel or a 
whole shoe. 

You'll note another treatment of this 
same display idea in the Italian Pa- 
vilion where Ferragano shoes hold 
forth. 

Over in the Czecho-Slovakian Pavil 
ion, the Bata windows are notable, trac 
ing as they do, the life of a shoe ma: 
and the story of a great industry. W: 
took down the legend from one of thes« 
windows and give it to you as the well 
expressed philosophy of the shoe trade 
We have reproduced it on the first pag: 
of this article. 

America’s shoe contribution cente: 
about the Red Cross shoe exhibit, whe: 
foot comfort is effectively stressed. B) 
this time you’re thinking that sho: 
comfort is pretty important. And at 
this point we'd like to say again, please, 
oh, please, don’t let your customers 
start off for a World’s Fair tour with- 
out a good, thick, springy sole and « 
reasonably low heel to bear the brunt 
of pavement pounding. 
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Sig rf icant inan 


autumn of simple 


shoes Vero atile 


Maracain Shoe Illustrated,“Courtesy |. Miller & Sons 


We Qecommend New Castle’s Maracain Kidskin, news in 1938, 


classic in 1939, owes its quickly acquired prestige to 


Muscatel Maracain 
ie. 60 many important factors. Its casual, natural grain 


Claret Maracain lends interest to simple patterns. It is firm enough 
No. 1212 - 
to be specified for the many new lasts being used this 


Marine Green Maracain 


No. 1150 season. It offers more comfort in wearing than any 


leather of like character. It is equally at home in 
Sailor Blue Maracain 


aaaameed walking, play and formal daytime shoes. It lends 


Black Maracain richness to color, and is perfect for elasticizing. 


New Castle oe A [ | ial (Xd Cm pany 


100 Gold Street, (New York City 








BOOT snp SHOE RECORDER, July 1, 193% 


... tsa smart, new balloon 
type that is endorsed by shoe 


fashion leaders. 


... Manufacturers know from 
past experience that Celastic 
is exactly the right material 
for reproducing this significant 


new toe shape. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Samples of Shoe 
Cloths made of 
“DARLEEN” elastic 
yarn on request. 




















ARLINGTON FABRICS CORPORATION * 180 MADISON AVE., NEW YORK 
The names of Distributors of Darleen will be supplied on request. 
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Country Shoes on the Sturdy Side 


Merchandise Sources for Shoes 
Shown on Pages 20 and 21 














Page 20. 1—M. A. Packard Company; 2—Walk-Over shoe from 


George E. Keith Company; 
sheim Shoe Company; 5—Cole, 


3—Stacy- 
Rood & Haan Company; 6—Hey- 


Adams Company; 4—Flor- 


Boot & Shoe Company. 








KO 








Page 21. 
Rood & Haan Com 
pany; un 


(CONTINUED FROM PAGE 21] 


Look to plain-toed shoes in raglan 
bluchers, two eyelet jodhpurs and V- 
throat patterns as an increasingly im- 
portant part of your business. This last 
pattern is a very important one and a 
logical development of the Dutch Boy, 
Tyrolean and side-laced patterns we 
have been seeing in plain-toed shoes. 
Laces are now in front where they be- 
long logically and while they no longer 
have the “novelty” appeal of some of 
the earlier shoes, certainly they are 
very much better fitters. 

. The simpler a vamp treatment be- 
comes, the more important is the work- 
manship in making an attractive shoe. 


xy; 3—W. L. 
n-Bush Shoe 


1—Curtis Shoe Company; 2 and 4—Cole, 
Douglas 


Shoe Com- 
Company. 


For plain toes, crimping too becomes 
important, as do hand sewing and lace 
stays, careful butting of seams and 
harness details, more accurate, more 
true and more cleverly distributed. 
And the all-important stitching of tips 
comes to the fore, for in these small 
details, and in the sweep and spring of 
the wood itself, toes take their char- 
acter. The forward-looking last de- 
signers of two or three years ago who 
fought the battle of “more toe spring 
and more walling in the foreparts of 
the last” deserve a vote of thanks now 
for these smart, practical toes which 
are the outstanding characteristic of 
the new Fall shoes. Gone are the “mud 
guards” and ginger bread of the ex- 








SS | 
Page 20. 7—James A. Banister Com- 
pany; 8—Freeman Shoe Corpora- 
tion; 9—Winthrop Shoe Company: 
10—Walk-Over shoe from Georg: 


E. Keith Company; 11 and 12—F. 
Taylor Corporation. 




















Page 21. 6 and 7—Friedman-Shelb: : 
8—Winthrop Shoe Company. 


treme pattern treaiments which we saw 
last year, and which served to launch 
these walled lasts. Now our shoes are 
simpler, but the “meaty” wood carries 
on and gives fresh expression, so neces- 
sary to simplicity. 

Because brogues are, and probably 
always will be, the most important part 
of your heavy shoe business, it is time- 
ly that their place in the Fall picture 
be quickly reviewed. It is easy to com- 
pare the brogues of this season with 
those we sold last year, and to say 
“little or no change.” But the very 
healthy strength, numerically, of these 
shoes in the Fall lines cannot be over- 
looked. And the innovations in siz 

[TURN TO PAGE 48, PLEASE] 
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it probably is—because Production 
Men find that BREASTLOCK 
HEELS speed ap production and 
turn out better quality footwear 
well within cost allowances. 


They eliminate three operations—/flap-splitting. flap- 
laying and flap-trimming—which, on Continental and 
Boulevard heels especially, are slow, costly and unsat. 
isfactory operations. There is no waiting for breast. 
flaps to dry; a special benefit during muggy weather. 
Consequently Production Men find that they can make 


more shoes in the same space on the same lasts when 


they use BREASTLOCK HEELS. 


And you'll be pleased to know that, in spite of all 
these advantages, most types of shoes cost no more 


with BREASTLOCK HEELS; some cost less. 





We're Looking for 


YOUNG MEN 


Who Are Looking for 


AN OPPORTUNITY 
A aE 


openings, in various sections of the 
country, for men who have what it 
takes to get ahead and are eager and 
ready for that opportunity — for 
men who can fill these qualifica- 










Are you between 21 and 28 years of age? 
Are you in good health and good spirits? 







Do people usually like you, work with 
you easily? 

[ ] Are you willing to work hard at any job? 
Are you creative and able to carry out 
your ideas? 

Are you experienced in the retail selling 

of shoes, yard goods or wearing apparel 


for men, women or children? 


¢ The J. C. Penney Company is an or- 


ganization of men, not just a chain of 
stores. All of our 1545 stores are 
managed by men who started as sales- 
men in Penney stores—they had 
what it takes to get ahead. Do you? 

















THEN WRITE 
us a letter giving your background and 
business experience. Address your letter 


to Mr. J. D. Keyes, J. C. Penney Co., 
Inc., 330 West 34th St., New York, N.Y. 









J. CC. PENNEY CO... Ine. 
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The Editor’s Outlook 


[CONTINUED FROM PAGE 24] 


George H. Davis, recent President of the Chamber 
of Commerce of the United States, in Liberty (July | 
issue) writes: 

“What has our American business system done for 
you—and for others? Here we have one automobile 
for each 44% persons; in England the ratio is | to 25: 
Germany, | to 55; Russia, a car to 322 persons. 

“Another yardstick—radios: our score, 253 per 
1,000 persons; Britain, 216; Germany, 129; France, 
93; Italy, about 21; and Russia, hardly more than 2. 
We have about half the world’s bathtubs and tele. 
phones, about a third of its highways, and more than 
a third of its railways. 

“We have only about 6 per cent of the earth’s popu- 
lation, but a purchasirig power and standard of living 
which enable us to use half of the world’s coffee, rub- 
ber and tin, one-third of its electric power, and two. 
thirds of its crude oil. 

“We have more leisure, more theaters, more comfort: 
and conveniences; more bank depositors and insuranc: 
policyholders, man for man, than any other country 
in the world. We pay more for individual effort. 

“It is worth while counting up some of the thing- 
which are right with America. We've been told about 
so much that is wrong. We achieved much under « 
business system which is no less democratic than ou: 
political system. 

“That business system is not perfect. No system eve: 
will be. It cannot compel a man to be industrious. It 
cannot force the indifferent man to be enterprising. But 
it has and can and will constantly improve itself. And 
it has done and can do and will do more to improve 
the general welfare than can be done by politics. 

“No law has ever abolished poverty. Neither fortune 
nor misfortune ever has been equally divided by de- 
cree. No statute ever added a penny’s worth to the 
national wealth. No soapbox oratory has created a 
single job. No agitator ever filled a pay envelope. 

“And, it may be added, no nation has ever moved 
forward to a happier destiny by bewailing its ills and 
forgetting its virtues; by bemoaning its wrongs and 
overlooking what was right; by proclaiming to the 
world how bad things are. 

“America and American business did not build the 
greatest nation the world has seen by thinking only how 
difficult a job it would be. Let’s think about what 
we've got and how to get more. The same traits, abili 
ties, genius for cooperation, and resources that have 
carried us this far are ready to carry us forward again. 
Let’s march with business—yours, mine, everybody - 
to better times. We can do it!” 
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National News 











Style Trends in the Mid-Western Markets 





Frills Are Out; Flattering Dignified Silhouettes and Smooth 
Restrained Trimming Treatments Are In. Increased 
Importance of Smooth Leathers Is Seen 


CINCINNATI, OHIO—“‘We are back in 
the shoe business again,” said one style 
manufacturer at the recent Cincinnati 
Show. Leading lines on display at this 
Fair and in the St. Louis factories con- 
firm this statement. Manufacturers have 
decided to cut out the frills and make 
real shoes. Style leaders from these 
houses follow the same general trends 
very closely. Number one pattern is 
a medium high-riding step-in, opened 
up at the front and often at the sides. 
There are no fancy treatments, how- 
ever. Cutouts follow smart but simple 
designs. A favorite silhouette is the 
V-throat with elasticized top in both 
pumps and step-ins. Dressy oxfords 
are popular. They are usually tongue- 
less, often with a D’Orsay line and 
Ssealloped top edge, generally at the 
back only. Pumps are popular and 
Spectators are expected to be strong, 
following their great success this Sum- 
mer. The Colonial tongue and buckle 
is coming in. Spat types are found in 
most lines, usually with button orna- 
ments. Many lines have the Dutch 
focker bottom soles in step-ins, ox- 
fords and pumps. The turned-up toe is 
also shown by many manufacturers, 

is not considered of any great im- 

, except by a few novelty 


Combining of contrasting surfaces 
is the most important trimming idea. 
ping is frequently carried out in 
his way. A smooth leather, for in- 
ance, will be draped across the lower 
lart of the vamp of a suede shoe. This 
® typical of the flat, restrained trim- 
ing treatments in the Fall shoes. Con- 
[TURN TO PAGE 37, PLEASE] 











Dates to Remember 


Pennsylvania Shoe Travelers Associa- 
tion Tri-State Shoe Mart, William 
Penn Hotel, Pittsburgh, Pa. 

July 9, 10, 11, 1939 

Charlotte Shoe Show, Hotels Char- 
lotte and Selwyn, Charlotte, N. C. 

July 9, 10, 11, 12, 1939 

Fall Style Shoe, Michigan Shoe Trav- 
elers Ass’n, Hotel Statler, Detroit, 
 Spraerorsgyye- July 10, 11, 1939 

Annual Outing, Boot and Shoe Trav- 
elers Association of New York, 
Karatsony’s, Glenwood Landing, 

Ditian cad a Ra laae cee waa July 13, 1939 

Atlanta Shoe and Ready-to-Wear Ex- 
position, Henry Grady Hotel, At- 
eS a eee July 17, 18, 19, 1939 

Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, III. 

July 24, 25, 1939 

Buffalo Shoe Travelers Style Show, 
Oe ar August 6, 7, 1939 

Annual Convention, New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y. 

September 10, 11, 12, 1939 

Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 
OER sc owbenae a September 18, 19, 1939 

National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 

September 25, 26, 27, 1939 

Shoe Manufacturers Spring Opening, 

E. A. Richardson, Manager, Hotels 
New Yorker and Pennsylvania, New 
York City ....December 3, 4, 5, 6, 1939 








S. A. Brueggeman Honored 
At Dinner 


York, Pa.—Samuel A. Brueggeman, 
who has given fifty-five years of ser- 
vice to the Edward Reineberg & Com- 
pany shoe store, here, was the guest 
of honor at a dinner tendered by his 
employers on Wednesday, June 21, at 
the Reineberg summer cottage at the 
Picketts, near York. Following the din- 
ner the guests extended their congratu- 
lations to Mr. Brueggeman and the 
Reinebergs presented him with a check 
for $55, one dollar for each year of 
service with the company. He also re- 
ceived many gifts from the employees 
of the company and their wives. 

Mr. Brueggeman gave a short talk 
relating how he was sent for nurses 
when each of the Reineberg boys was 
born, and how he went for aid through 
a snow storm at 5 o’clock in the morn- 
ing when Cletus Reineberg was born, 
Nov. 22, 1890. He acted as clerk, er- 
rand boy, nurse maid and janitor in 
the 55 years he served the company, 
reporting for duty at 5 A.M. and end- 
ing at midnight in the early years of 
his employment. 


Plans Progress for Michigan 
Travelers’ Showing 


Detroit, Micu.—Plans for the first 
Fall Style Show, to be held at the Hotel 
Statler, Detroit, on July 10 and 11, are 
progressing rapidly. Arrangements for 
the show, sponsored by the Michigan 
Shoe Travelers Club, are in charge of 
Sam Kane, of Bates Shoe Company. 
The entire 14th floor of the hotel has 
been reserved for the showing, with 
reservations now made for display of 
approximately 35 lines of footwear. 
This will include a general line of men’s 
footwear, women’s novelty lines and 
children’s lines—to be shown here for 
the first time for Fall. 
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J. E. Lucey Named to 
Shoe Wage Committee 


Boston, Mass.—John E. Lucey, well- 
known Middleboro, Mass., manufac- 
turer of men’s shoes, has been ap- 
pointed by Federal Administrator El- 
mer F. Andrews to the Shoe Industry 
Committee, whose duty it is to deter- 
mine and recommend to him a minimum 








































Store Fixtures 








CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for | 
Catalog of Shoe Store Equipment now. | 























HOWELL 











C. E. Heckel Leaves 


Dunn & McCarthy 


Ausurn, N. Y¥Y.—Charles E. Heckel, 
for many years a member of Dunn & 
McCarthy, Inc., Auburn, and for the 
past several years secretary of the firm, 
recently resigned his position. No fu- 
ture plans have been announced by Mr. 

Heckel. 

He gained his early shoe experience 
in the factory of The Menihan Com- 
pany, now the J. G. Menihan Corp., of 
Rochester. Fred L. Emerson, trvasurer 
of Dunn & McCarthy and for several 
years its active head, employed Mr. 
Heckel and early recognizing his ex- 
ceptional ability, gave him the oppor- 
tunity of promotion of which he availed 
himself, working his way up to secre- 
tary of ‘the concern and one of the high- 
est paid shoe executives in the country. 





















JOHN E. LUCEY 


wage for the shoe industry which shall 
be higher than the present rate of 25 
cents per hour. Mr. Lucey, who is 
treasurer of the John E. Lucey Shoe 
Co., and the Leonard & Barrows Shoe 
Co., takes the place vacated by the 
resignation of James F. Malley, whose 
ill health will not permit him to serve 
on the committee. 

The appointment of Mr. Lucey, not 
only one of the most successful, but 
also one of the most popular shoe man- 
ufacturers on the South Shore, has re- 
ceived the unanimous approval of other 
manufacturers in the same field. 

The other two New England mem- 
bers of this committee are H. O. Ron- 
deau, representing women’s shoe man- 
ufacturers; and Stuart H. Armstrong, 
representing slipper manufacturers. 
All three men are members of the New 
England Shoe and Leather Association. 





Plans Completed for 
Charlotte Shoe Show 


CHARLOTTE, N. C.—Final plans have 
been completed for the third semi-an- 
nual Charlotte Shoe Show which is to 
be held at the Selwyn and Charlotte 
Hotels, July 9, 10, 11 and 12. The 
Charlotte Shoe Show will be the only 
official stock house and manufacturers’ 
show to be held this Summer in the 
Southeast under the sponsorship of the 
Southern Shoe Travelers’ Association 
ed the Charlotte Chamber of Com- 


TT dilb-yeur bit tebe mail -e 
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Mrs. Day’s “IDEAL” 


Biggest name in the 
BABY SHOE BUSINESS 

The reputation of this name is known 
to mothers of two generations and is 
@ prime asset to the many far-sighted 
children's shoe retailers who use Idea! 
Flexible Hard soles (3-8) as their 
juvenile foundation line. 


MRS. DAY'S 
IDEAL BABY SHOE Co 
DANVERS, MASS. 


MRS. DAY'S 


FLEXIBLE Wa/king 
SHOES 











{ — 





four-day event to give buyers an oppor- 
tunity to look around and then place 
their orders, besides enjoy them- 
selves with the two nights of entertain- 
ment. On Monday evening there wil! 
be a big dance and frolic with music 
furnished by the Charlotte Country 
Club Orchestra “The Southerners” and 
on Tuesday evening there will be a 
dance, and floor show by a professional 
troupe from New York. 

R. R. Faircioth is chairman of the 
show and Al Bechtold is secretary. The 
following men are the officers of the 
Southern Shoe Travelers’ Association: 
Jack Croner, president; C. A. Daniels, 
vice-president, and C. W. Smith, secre- 
tary-treasurer. 





Lester Pincus in Larger 
Quarters 


New York — Moving from their 
present quarters at 147 Duane Street, 
the Lester Pincus Shoe Corp. has taken 
considerably larger space on the same 
famous street at number 131. 

The move can be attributed dire: tly 
to a steadily growing business. C.lls 
for Pincus’ “Shoes with Personalitce” 
and the “Charing Cross” comfort |ine 
have greatly increased within the ))ast 
few years. Now, at 131 Duane St: cet, 
Lester Pincus dealers will find ample 
elbow room and larger space for stock 
displays. 
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Thanks a let 


fu. 


making us move and like it! 


When more and more retailers rely on you to supply them with shoes 
that sell — and sell profitably — your business is going places! That's 
what happened to us. And the steady flow of increasing numbers 
of retailers across our threshold has made larger quarters necessary. 


So thanks a lot, everyone , for making this move possible. We hope 
you'll like our new place. You'll find all the old gang at our new 
address. And plenty of elbow room. So visit us soon, because we have 
plenty of new styles, new numbers. And you can sell every one of them 


CELESTER PINCUS 
SHOE CORP. 


SHOES WITH PERSONALITEE 
CHARING CROSS SHOES 


131 DUANE ST. 


NEW YORK CITY 





Style Trends in Mid-Western 
Markets 


[CONTINUED FROM PAGE 35] 


trasting stitching and piping continue 
to be very popular and look very smart 
on these classic patterns. 

In sport shoes the mannish brogue 
oxford (seen once or twice with a 
“spade” sole) with antiqued finish is 
the newest note for both women and 
girls. Saddle oxfords, of course, con- 
tinue to be strong. The square toe with 
walled last is not important. Dutch 
rocker bottoms continue to a certain 
extent. 

As to materials, suede, a little patent, 
and suede with patent, kid, calf, alli- 
gator and sometimes gabardine or 
faille, are the leaders for the early run. 
More smooth leather is being used, how- 
ever, for this early selling for certain 
sections and certain types of customers 
who may be tired of suede. In general, 
manufacturers and merchants expect 
to sell more smooth leather than usual 
this Fall. One style man said that kid 


of faille is the newest con- 
tribution of the experts in that field. 
Crushed elk for children’s shoes was a 


20 per cent. Brown with a slight red- 
dish cast like Portbrown and the very 
dark Indies Brown, are both popular, 
with the latter selling better in dressy 
types. To wine, green and blue belong 
the remaining 5 per cent. Many man- 
ufacturers consider that they must 
have at least one green shoe in their 
lines, and some have several different 
patterns. 

As to open backs and toes, it is ex- 
pected that a few open backs may sell 
in dressy types for early Fall, but this 
opinion was held by comparatively few 
manufacturers. Open toes still have 
a definite place in many lines, but not 
above 20 per cent of the total pairage; 
17/8 is the most popular heel height. 


Fashion Group Hosiery 
Division Meets 

New YorkK—At the semi-annual 
luncheon of the hosiery division of the 
Fashion Group of New York, style 
trends in Fall stockings were covered 
in a question and answer discussion. 
Mabel Nolan, stylist for a group of 
8 houses, presided and Alice 
Richardson of Harper’s Bazaar; Vevah 
Mears of Hosiery and Underwear Re- 
view; Miss Hadley, buyer from J. W. 
Robinson in Los Angeles; and Mrs. 
Harper of Glen Ridge, N. J., who pre- 
sented the average consumer point of 
view, answered questions presented by 
Miss Nolan and additional questions 


from the floor. In the discussion of cos- 
tume, accessory and stocking colors, the 
importance of two-tone co-ordination, 
rather than the much-discussed tone 
on-tone idea, was brought out. Volume 
colors in hosiery will be in the middle 
ranges with the golden tones probably 
more important than the rosy. Three- 
thread is the.generally accepted volume 
weight. Mrs. Harper, representing the 
point of view of the average consumer, 
said that she selected her stockings 
primarily for wearing quality, next for 
color. She does not buy a brand, but 
buys from a reputable store. If the 
stockings from this store cease to give 
her service she changes to another 
store. She does not ask for stocking 
weights, as two-thread, three-thread, 
ete., but as sheer, etc. She mistrusts 
the term, “chiffon.” She does not un- 
derstand anything about “finishes,” and 
if an advertisement claimed that a 
particular finish made a stocking wear 
much longer, she said that she did 
“not think she would be taken in by it.” 


Takes Over Partner’s 


Store Interest 


Derroir, Micu.—The Edwin Clapp 
Shoe Store, here, located in the Penob- 
scot Building, has been taken over by 
W. S. Dowler, with the withdrawal of 
Howard Van Alstyne from the partner- 
ship of Dowler and Van Alstyne. Mr. 
Dowler reports a very good season in 
the white shoe line. 
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Inner Soles and Counters 



















Women’s Shoe Factories 
Lead in New England 


Boston, Mass.—A survey recently 
completed by the New England Shoe 
and Leather Association shows that 
of the 447 shoe factories in this part 
of the country, 217, or approximately 
half, are engaged in the manufacture 
of women’s shoes, as compared with 
118 factories making men’s footwear, 
42 making children’s, and 75 engaged 
in the production of miscellaneous 
types such as slippers, sandals, moc- 
casins, etc. 

Classified by retail price grades, the 
survey shows, furthermore, that 247 
factories make shoes to retail for $2 
or less; 85 factories make them to 
retail at $3; 59 at $4; 30 at $5 and 
$6; and 26 at $7 and more. 

The largest number of factories are 
in much smaller communities than they 
were several years ago—107 being lo- 
cated in towns with populations under 
10,000; 74 in towns with populations 
between 10,000 and 20,000; 118 in 
towns from 20,000 to 50,000; 51 in 
towns from 50,000 to 100,000; 83 in 
towns from 100,000 to 250,000; and 
only 14 in communities with popula- 
tions of more than 250,000. 


Meck Named Miller-Jones 


Superintendent 


Xenia, On10—E. N. Meck has been 
named superintendent of the Miller- 
Jones plant, here. Until recently Mr. 
Meck was general manager of the 
Grossman Shoe Co., Parkersburg, W. 
Va. His new responsibilities include 
styling the lines, buying of upper 
leather, as well as superintending the 
shoemaking. 





Compo Service Expert 
Goes Abroad 


New York, N. Y.—O. B. Koefoed, 
manager of the Compo Shoe Machinery 
Corporation in New York and one of 
the first men to join the staff of service 
experts of that company, sailed recently 

















0. B. KOEFOED 


for a trip to Europe in which will be in- 
cluded a visit with his family in Den- 
mark. Supervision of service and con- 
tact work with Compo licensees will be 
in charge of William Solar of the Bos- 
ton office during Mr. Koefoed’s absence. 

John Smith, chief engineer of the 
company, also has left for a business 
trip to England and the Continent, 
where he will join Mr. Koefoed during 
the month of July. 





Record Turnout for 
Philadelphia Tournament 


PHILADELPHIA, Pa.—A record turn- 
out of 51 played golf in-the Spring 
Tournament of the Philadelphia Shoe & 
Leather Golf Assn., with this number 
increased to 61 present for the dinner 
which followed that evening. 

Held at the Huntingdon Valley Coun- 
try Club, Abington, Pa., June 16, the 
tournament was characterized by some 
close playing, with a number of tie 
scores turning up. In addition to the 
individual competition for various prizes 
offered, teams representing the Phila- 
delphia group and the Central Penn- 
sylvania Golf Assn. competed with each 
other, the Philadelphia team winning 
with a score of 20 to 16. 

The semi-annual election of officers 
was held following the dinner, with the 
following elected to serve for the ensu- 
ing two years: George H. Mealley, pres- 
ident; R. L. Stiles, vice-president; Earl 
C. Cookman, secretary, and Miller Har- 
rop, treasurer. Elected to the board of 
directors were Si Malis, B. C. Carroll, 
Bill Ickler, Martin Schoenberg, Al 
Hauptfuhrer, Henry Homer, Ed Wolf 
and Dan Daniels. Resolutions of sym- 
pathy were passed on the recent deaths 
of two members, Luther S. Newell and 
Frank O’Rourke. 
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New shoes for children! That's 
one thing September always 
means to parents, And it's none 
too early to be ordering your 
stock. Bass moccasin-style ies 
for boys and girls are good- 
looking and popular for school 
and college wear. In addition, 
they offer perfect comfort with 
their true moccasin construction. 
Order now and assure your 
back-to-school profits. 

G. H. BASS & COMPANY 


Dept. BS-20 
Wilton, Me. 







BASS MOCCASINS 








Prizes in the golf tournament wer 
won by (Class A) H. L. Homer, first 
low gross, for his score of 79; J. W 
James and L. S. Warren, who tied fo: 
second place with scores of 82, and 
Frank Payne, third low gross prize, 
with a score of 84. H. E. Snayberger, 
with a card of 69, took first prize in th: 
low net division; E. C. Cookman, 70, 
got second, and P. J. McNeely and J. F 
Kelly tied for third, each with a 72 

In Class B., low gross prizes went t 
C. E. Lurcott, first with 91, William 
Ickler, second with 100 and Si Malis 
third with 108. First low net was won 
by W. E. Braunwart, whose score was 
71; second by Jack Farley with 78 and 
third by John Traver with 81. 

In Class C, B. C. Carroll and Leste: 
Blank tied for first low gross scores 
with a duplicate 97, and W. Simpson 
got second place with a low gross scor¢ 
of 106. W. G. Blain won first place in 
the low net with an 84 and C. A. Cox 
and J. L. Johnson tied for second with 
85’s. 

Jim Donovan with an 87 and R. D 
Sylvester with 89 won low gross prizes 
in the guest division, and Al Haupt- 
fuhrer got the Kicker’s prize. 

In the Philadelphia versus the Cen- 
tral Pennsylvania Association competi- 
tion, the team representing the Phila- 
delphia Shoe & Leather Golf Assn. was 
composed of Henry Homer, Percy C:n- 
non, John James, Henry Antweiler, 
Larry Warren, Al Hauptfuhrer, R. L. 
Stiles and Al Burnett. On the Central 
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YOU CAN EXPECT MORE 
AND GET MORE from... 


FLEX G10 IRIE 


Reg. U.S. Pat. Of. 


Standard Sueded Covered and Textured 


aan LEX GM IIR 


The Newest Elastic Shoe Cloth 


FLEX-GORE AND FLEX-MOR have won the continued con- 
fidence of shoe manufacturers, stylists, and buyers through 
ee iseeetied iol eideak ems ete ob dee three generations of pioneering in the weaving of quality 
ve distributors shoe goring. 
RING & SEARLE, Inc. The exclusive use of FULFLEX, The Elastic Thread with the Extra 
21 Wingate St., Haverhill, Mass. 
Service Life, indicates our alertness to modern shoe require- 


H. S. BARNET 
100 Gold St., New York, N. Y. ments and our determination to assure customer satisfaction. 


GARDNER-DIMOND CORP. 


1932 Delmar Bivd., St. Louis, Mo. 
are, SEE TEBRENG CO. WI OOIRI5 FABRIC COMPANY 


37-38 E. Court St., Cincinnati, Ohio A 
a arta PAWTUCKET, RHODE ISLAND, U.S. A. 
208 North Wells St., Chicago, Illinois Weavers of Quality Gore and Elastic Cloth for Every Footwear Use 





Pennsylvania Golf Association’s team Soles Across the Sea 


were Frank Payne, Jim Donovan, 
Marty Greenbaum, Harry Snayberger, 
Reggy Pitts, Francis Carfagno, Galen 
Horner and Andy Schwartz. 


Boldes Remodels Store 


Des Moines, lowa—Alfred Boldes, 
owner of the De Arcy Boot Shop, 726 
Walnut Street, has started an exten- 
sive remodeling and redecorating cam- 
paign in his shop. 

A narrow stock room is to extend 
the entire length of the Eighth Street 
side and the concealed shelving is to 
be on that side of the room. The back 
Wall is to be moved back to make room 
for a circular display case with a bal- 
cony overhead for the office. 

New display windows, shadow-box 
display cases and new fixtures are other 
improvements. The wall color is to be 
ream with light wood trimming and 
Tug and drapes are to be yellow and 
turquoise blue. The work is expected 
to be completed inside a month. 


tegy erase A full sole he first piece of A le leathe be fl i 
. : was t st eo merican sole leather to own in trans- 
CHICAGO, Itt. — Retail shoe chains Atlantic airmail service and is so acknowledged by the government stamp: “First 
ng three or more outlets, decreased Flight,” making it a philatelic rarity. The full sole was sent by Daniel E. Watson 
‘the country during the past year ac- of the Watson Cut Sole Company of Boston, Mass. 
rding to the new 1939 Directory of The challenging half sole was sent back on the return flight of the trans-Atlantic 
in Store Headquarters, published airmail service by Richard S. Lawrence of the Gilpin Works, London, England. 
the Brokers Division of the Na- 
Association of Real Estate ation in the country during 1938 as chains have more outlets with 12,984 
ds. There were 524 chains in oper- against 546 in 1987. However the fewer last year as against 11,696 in 1987. 
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To Celebrate 45th 
Anniversary 


WILLIAMsporT, Pa.—Fred Kimmerer 
& Co., 185 West 4th Street, Williams- 
port, report very satisfactory business 
despite the recent coal strike situation. 
They have been in business 45 years 
and say that “little” things such as 
coal strikes don’t bother them anymore. 

They are now making elaborate 
plans to celebrate their 45th year of 
successful business. Their patrons will 
benefit greatly by reduced shoe costs 
for this event, as is usually the custom. 

D. Sears, present owner, is receiving 
many well-deserved congratulations on 
his record of success. 


Corrective Business 


Shows Gain 


Denver, CoLto.—The corrective busi- 
ness in this territory is in a healthy 
condition, judging from the report of 
Corrective Foot Fitters, operators of 
two stores here, one at 44 South Broad- 
way and one at 231 Sixteenth Street. 
This firm’s figures show a 7 per cent 
increase for May over the same month 
of last year. The company expects a 
decided further gain in June. 






























Still on the Job 
Despite Illness 


INDIANAPOLIS, IND.—-Charles E. Wil- 
son, veteran shoe salesman, celebrating 
his fifty-sixth anniversary is still send- 
ing in orders for Chesbrough Cosyfoot 
Shoes despite the fact that he has been 
confined to his bed for the last year. 





CHARLES E. WILSON 


About a year ago, Mr. Wilson suffered 
a paralytic stroke and has been unable 
to leave his home and attend to his 
usual duties. He has been in the shoe 
business since 1882 and his first line of 
footwear was manufactured by Buell & 
Son, Waterville, N. Y. He remained 
with this house about nineteen years, 
has traveled out of Chicago covering 
western territory, and also has repre- 
sented several eastern shoe manufac- 
turers. During his time he has 
traveled in Indiana, Kentucky, Mich- 
igan, Kansas, Illinois, lowa, North and 
South Dakota, Minnesota, Colorado, 
Oklahoma and Ohio. 

He is widely known in the shoe in- 
dustry and relates many interesting ex- 
periences. He was one of the first mem- 
bers of the Indiana Shoe Travelers As- 
sociation, and was active in the organ- 
ization work of the association. His 
condition has not dampened his spirit 
and he hopes to be back on the road as 
soon as he fully recovers. He lives at 
310 Ridgview Drive, Indianapolis, and 
will welcome any letters from his old 
friends. 


Employees Hold Deep-Sea 
Fishing Outing 


Paterson, N. J.—On Sunday, June 
25, the employees of Uncle Sam’s Shoe 
stores, located in Paterson and Passaic, 
N. J., and Nyack, N. Y., sailed from 
Newark Bay aboard the Diesel motored 
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managers of the respective stores, their 
sales staffs, together with stock and de- 
livery boys, office help, and Saturday 
extras, as well as Samuel M. LeVine, 
president of the company. 

Preparations were in charge of 
George Katz, skipper, and manager of 
the Paterson store; Jack Marcus, head 
of food and drinks; Harry Hertzberg, 
manager of Passaic branch, purser; 
and Philip Hertzberg, head of enter- 
tainment. 

Accompanying the employees were 
several of the traveling salesmen who 
sell shoes to Uncle Sam’s stores, among 
whom were Pat Harrison, Ed Weh 
Henry Schwimmer, David Poloner 
Wm. Flesche and Henry Goldrier. 


Michigan Summer Shoe Fair 


Granp Rapips, Micu.—The secon: 
annual Michigan Summer Shoe Fai: 
opened at the Pantlind Hotel here, Mon 
day of this week, continuing throug) 
Tuesday. Several hundred retailers. 
buyers and others of the industry fro: 
all over Michigan, northern Indiana an‘ 
northern Ohio were in attendance. 

No business sessions nor luncheon: 
were scheduled; time being devoted ex 
clusively to the buying and selling of 
shoes. However, on Monday evening, 
June 26, a “smoker” was held in the 
Pantlind Supper Club Room. Also, on 
Tuesday, June 27, a “Frolic” was held 
in the Supper Club. A local orchestra 
and a floor show from Chicago were 
featured attractions. 

The Michigan Summer Shoe Fair has 
gained wide spread recognition as was 
shown by the return of practically all 
of the lines that were displayed at last 
season’s show and the addition of sever- 
al manufacturers new to this section. 
Space was taken by 85 exhibitors. 

Leading manufacturers displayed 
primarily Fall lines, but a few concerns 
showed white shoes and Summer sandals 
for those buyers who wished replenish 
their Summer stocks for immediate 
trade. 

The Fall trend for men’s shoes 
seemed to indicate much interest in na- 
tural and tan shoes with antique finish 
in grains. Double sole construction and 
brogue types were increasingly popular. 

Black was the predominating color 
for women, running as high as 80 per 
cent. 

Related industries were represented 
at the Fair, working with the visitors 
interested in studying the newest and 
best ideas in modern merchandising. 

Grand Rapids sales representatives 
making up the executive committee 
were as follows: Carl E. Verburg, Wil- 
liam Brooks Shoe Co., Nelsonville, Ohio, 
general chairman; H. B. Lovell, Robe ts. 
Johnson and Rand Shoe Co., St. Louis, 
Mo., secretary-treasurer; Curtis W. 
Johns, Groves Shoe Co., Chicago, pub- 
licity and entertainment; and FE. H. 
Dickinson, James Shoe Manufactu: ing 
Co., Milwaukee, registration and at- 
tendance. 
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Diversion at Brown 
Sales Meeting 


Sr. Louis, Mo.—More than a hundred 
Brown Shoe Company salesmen gath- 
ered recently at the Hotel Coronado in 
St. Louis for their sales meeting and 
preparation of plans for Fall. The 
meeting was progressing as usual with 
speeches and comments from the audi- 
enee, when from a cage on the speaker’s 
olatform, a husky brown bear gave 
forth a mighty bellow, stabbed at the 
bars of his cage with his bulky paw, 
tore them apart and crashed out on the 
audience floor. 

With instantaneous approval the 
salesmen got up and out of the room as 
fast as they could go. There was a ter- 
rifie erush at the doorways, but all 
managed to slide through into the pro- 
teetion of the hotel lobby. Dozens of 
salesmen rushed the elevators and 
screamed: “Let’s Go Up!” Others found 
seeurity by making unbelievable vaults 
over the register desk, while still 
others teetered on top of lounge chairs 
* in the hopeful expectancy that the bear 
was nearsighted and would not see 
them. And the balance of salesmen fled 
down Lindell Avenue, in front of the 
hotel, hoping to outstrip the bounding 
leaps of the bear. 

The crisis ended when the bear wham- 
med its way into the revolving door 
leading to the outside world and got 
stuck. Its keeper went after the bear 
in the revolving door and there followed 
an exciting five minutes while the door 
went around and around with the keeper 
one lap behind. Caught at last the bear 
gave a final snarl and submitted peace- 
fully to the keeper as he led it away. 

After considerable coaxing most of 
the salesmen were enticed back to the 
meeting and the speeches were resumed. 
In the badly-battered cage, instead of 
a glowering live bear, was a tiny toy 
teddy bear, a concession which was 
granted the salesmen before they would 
return to the meeting. 

Behind the appearance of the bear 
was the Brown Shoe Company’s drama- 
tization of its coming campaign of 
“Bear down for the Fall.” 

Eruditely remarked Clark Gamble, 
vice-president and director in charge 
of distribution for the Brown Shoe 
Company to Boot & SHor Recorper, the 
day following the bear escapade: “It’s a 
good thing our salesmen are fast on 
their feet, or Boot & SHor RECORDER 
would have probably received a large- 
sized classified advertisement from the 
Brown Shoe Company, headed ‘Sales- 
men Wanted.’” 


Olson Leases Space 
For New Department 


Satmnas, Cauir.—E. A. Olson, who 
Operates the Emstell’s Shoe Store, has 
space in the A. L. Brown & 

Sons store for a shoe department. The 
business will be continued as 


men’s and children’s lines. 


(41) 


One Year Of Successful Merchandising 


The Budget Shoe Shop of Marshall Field and Company which celebrated 


its first anniversay recentl 


ing in the shop are the open 


ly. Outstandi 
display cases ranged along the rear wall. 


Cuicaco, Int.—The first anniver- 
sary of one of the most outstanding 
and successful budget shoe sections in 
this area, that operated by Marshall 
Field & Company as a part of the 
store’s regular- basement shoe depart- 
ment, was celebrated, recently. During 
its first year of operation this model 
basement shop, known simply as the 
Budget Shoe Shop, has attracted at- 
tention in all parts of the country and 
has been visited by shoe men from 
everywhere who are interested both in 
its physical arrangement and method 
of operation. 

As directed by A. A. Brown, the sec- 
tion, which is located at the extreme 
north end of the regular basement shoe 
department, features price, style, and 
quality at a one-price policy. Nearly 
all of the shoes are highly styled, keep- 
ing pace with those offered in the 
higher price brackets. Due to the con- 
sistent price policy and the offer of 
high style without sacrifice to quality, 
the shop has drawn an excellent re- 
sponse from the younger buying group, 
particularly the high school girl. For 
this reason, evening and extreme dress 
slippers and all types of sport shoes 
are large volume sellers. 

One of the chief reasons for the 
shop’s huge success, which keeps its 
50 seats filled most of the time, is its 
simple and efficient arrangement. The 
furnishings are plain and displays are 
open, so that the merchandise can be 
picked up and examined by the cus- 
tomer. Three or four pairs of shoes in 
addition to bags and scarfs are placed 
in each. This feature, Mr. Brown 
points out, gives life to the displays 
and makes the shoes real instead of fix- 
tures to be looked at. Many customers, 
who are merely passing by the de- 
partment, will walk over to the cases, 
pick up the shoes, examine them, and 
then ask to see duplicates in their size. 

A further advantage of this type of 


show case which has been commented 
on by many visiting shoe men, is its 
simple and economical adaptation to 
decoration and background changes. 
The background is plain white, and 
throughout the year plain cutout fig- 
ures made of crepe paper or card- 
board are placed in the area in keeping 
with the particular season. Viewed 
from the distance, they appear to be 
painted on the wall and create a 
striking effect. These decorations are 
changed frequently and are kept in 
tune with the current holidays and sea- 
son events. 


Oppenheim Named Rollman 
Basement Buyer 


CINCINNATI, OHIO—Phil Oppenheim 
has recently left Frank & Seders, De- 
troit, and joined Rollman’s, Cincinnati, 
as buyer of the basement shoe depart- 
ment. 

Mr. Oppenheim has been a buyer of 
shoes for the past twenty years and is 
well-known in the shoe business. 

Mr. Oppenheim was buyer and mer- 
chandise man for all the shoe depart- 
ments of The Bailey Company, Cleve- 
land, for seven years. He also merchan- 
dised the New England district for 
Sears & Roebuck for a period of three 
years and was with Davis Co., Chicago, 
for four years. 


Chaunce Manages Adler 
Shoe Department 


Avucusta, Ga—-Howard Chaunce, 
manager of the shoe department of the 
White Company, has resigned to ac- 
cept a position as manager of the shoe 
department at Adler’s, in Savannah, 
Ga. His place will be filled by George 
T. Darby, who returns to Augusta from 
Nashville, Tenn., where he has been 
located for the past several years. 
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New Colors for Fall Hosiery 


Nine new colors of distinctly different 
character comprise the 1939 Fall ho- 
siery collection just issued by the 
Textile Color Card Association to mem- 
bers in confidential advance form. 
Prominent among these light and medi- 
um tones, it was stated by Margaret 
Hayden Rorke, managing director, are 
high fashion versions that reveal a 
subtle animation and a close harmony 
with important color trends in Autumn 
costumes and accessories. Wéineglo, for 
example, introduce a new hosiery note 
in light mauvish brown that tones in 
deftly with the smart rosy or plum 
browns, such as Portbrown, as well as 
with maroon or red wine shades of the 
Bordeaux Rouge type. 

Also definitely new as a Fall hosiery 
color in the lighter register is the high 
style rosy beige, called Roselite. This 
unusual tone with a soft glow was 
especially created to harmonize with the 
grape wine family, as Harvest Wine, 
which is steadily gaining prestige in 
Fall costumes, shoes and other ac- 
cessories. 

HOLIDAY . .. a lively medium beige 

. is appropriate with shoes in Port- 
brown, French Cognac, Marine Green, 
Fairway Green, Red Henna, Parisian 
Blue and black. 

SUNLIT ... a warm golden beige 

. is smartly worn with shoes in 
Marine Green, Burnt Toast, French 
Cognac, Parisian Blue, Fairway Green 
and black. 

SUNSAN ...a smart medium beige 

. . is suitable with shoes in Bordeaux 
Rouge, Marine Green, Fairway Green, 


Parisian Blue, classic navy or brown 
tones, as well as black. 

FACILE ...a versatile neutral beige 
. . . is correctly worn with shoes in 
Harvest Wine, Bordeaux Rouge, classic 
navy and brown tones, also black. 

ROSELITE ... an unusual rosy 
beige . . . is a distinctive complement 
to Harvest Wine, Portbrown, Bordeaux 
Rouge, Parisian Blue, Red Henna, 
Marine Green and black shoes. 

WINEGLO .. . a light mauvish 
brown . .. has prestige as a complement 
to shoes in Portbrown, Harvest Wine, 
Bordeaux Rouge, Red Henna, Marine 
Green and black. 

TROPIC EARTH ... a glowing 
burnished tan . . . blends smartly with 
the important Portbrown leather tone 
and may also be worn with French 
Cognac, Marine Green, Fairway Green, 
Parisian Blue and black shoes. Also a 
flattering tone with evening slippers in 
gold, silver or colors, and with sports 
shoes. 

EXCITING ... a sparkling sun- 
bright shade . . . harmonizes closely 
with shoes in French Cognac and also 
goes well with Portbrown, Parisian 
Blue, Fairway Green, Marine Green 
and more formal types of black shoes 
for cocktail or dinner wear. Very stun- 
ning, too, with evening sandals and 
smart with sports shoes for cruise wear. 

HAWAII . .. a lush tropical hue... 
may be worn with shoes in Red Henna, 
Parisian Blue, Marine Green, Fairway 
Green and black. Also very smart for 
cruise wear with sports shoes in all 
white or white trimmed with russet 
leather. 





Shoes for a Modern 
Cinderella 


[CONTINUED FROM PAGE 19] 


duce its transparency, smoothness and 
plasticity) which is one of the very 
important developments in modern in- 
dustry. 

Henry Waters, buyer for Sommer & 
Kaufmann, large shoe retailing estab- 
- lishment in San Francisco, early saw 
the promotional possibilities in bring- 
ing to life the old Cinderella story. 
Determined to bring these possibilities 
to actuality, he worked for three months 
with designers, artists and manufac- 
turers. The result—five pairs of “glass” 
evening slippers, with uppers of glit- 
tering materials to be reflected in the 
shimmering surface of the soles and 
heels. The uppers are richly studded 
with stones, one being of gold sequins 


pair is topped by silver mesh, studded 
with sapphire blue stones, and the fifth 
is of scarlet satin, studded with hand- 
set rhinestones. The soles and “spring- 
board” heels of lucite are hand-carved 


with rocker bottoms. Small holes are 
bored into each side of the sole for 
upper attachment. The utmost care 
and skill has been put to work to make 
these five pairs of shoes tops in luxury. 

The price? Well, that’s luxurious, 
too. These five shoes are retailing at 
$100.00 per pair. But that didn’t keep 
the customers away. On the first day 
of the display of these shoes, 16,000 
visitors, by actual count, came to view 
them. Mr. Waters’s object in promot- 
ing these shoes, to make Sommer & 
Kaufmann outstanding, has been suc- 
cessful. The store has the distinction 
of being the first to develop and to 
promote the synthetic glass slipper. 

Much comment was occasioned by the 
display of these slippers, particularly 
in the editorial columns of the local 
press. Four papers gave them a gen- 
erous amount of publicity, one describ- 
ing them as “fabulous coverings for 
your feet,” another “the modern trap- 
pings of a glamour girl,” and all agree- 
ing in their wholehearted endorsement 
of this new development. 

Displays of these shoes will be set 
up at both of the World’s Fairs short- 
ly, and to Sommer & Kaufmann will 
go the credit for starting what may 
develop into a new trend in evening 
footwear. 
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Color Musts in Fall 
Stockings 


[CONTINUED FROM PAGE 16] 


shows the current trend in colors to 
wear with brown. 

For wear with brown, Berkshire 
suggests these two shades—Eagle and 
Snuff, the latter for the dark India 
Brown. Dexdale has a color called 
Teakwood for the new Fall browns. 
NoMend has a shade called Godiva and 
another Juliet, both chosen for wear 
with different browns in clothes and 
shoes. Brown Durrell suggests Beauty 
and Debonair for browns and brown 
furs. Nolde & Horst has Brune fo: 
dark browns and Dewberry for the 
wine browns. Gotham suggests Wine- 
glo for rosy browns and Tobacco for 
darker browns. Propper-McCallum fea- 
tures Regina, “Introduced by Royalty,” 
to complement warm browns. Lark- 
wood has a Sheraton for the red 
browns. Archer introduces Drift, a 
grayed beige for the spat shoes with 
tops in the same color, and severa! 
shades for the browns. Cooper Wells 
offers Premiere for warm browns and 
Encore for neutral browns. 

As we have already noted, all thes 
houses have also included stocking 
shades which have been styled to blend 
with or complement the other leading 
colors in clothes and shoes. There are 
plenty of promotion possibilities in the 
color story alone. In addition, the colo: 
names are unusually rich in tie-ups fo: 
counter displays and promotion ideas. 
The American theme of Berkshire, the 
Early American of Larkwood, the Cycle 
Colors featuring women in history and 
literature of NoMend, the Dutch names 
of the Munsingwear shades, the roman- 
tic motif in Gotham and Propper-Mc- 
Callum names and the very descriptive 
names of Nolde & Horst—all these 
color themes and names are valuable 
selling assets. We shall be glad to pub- 
lish further information on stocking 
colors as other houses are ready with 
their Fall samples. 


Miami Store Closed 
MIAMI, FLA.—The Economy Shoe 


Store, one of a group operated by 
Cowen-Bulbin Shoe Stores, Inc., and 
which for many years has been located 
at 10 N. E. First Street, has been 
closed and the stock taken to the Flag- 
ler Street store. M. L. Cowen is presi- 
dent of the company. This organiza- 
tion recently opened what has been 
termed “the finest retail shoe shop in 
the South,” located in the new DuPont 
Building. 





C. B. Osborne Named 
Manager 
ESTHERVILLE, Iowa—Colin B. Os- 
borne, formerly of Jamestown, N. ))., 
has been made manager of the shoe 
t of the S.&L. store here. 
replacing Eldon Wallace, resigned. 
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Value of Sanitized 
Shoes Discussed 


New York—A selected group of 
leather men, podiatrists, bacteriologists 
and members of the press were guests 
of the Sanitized Research Institute re- 
cently, at dinner at the New York 
Athletic Club, to discuss the merits of 
Sanitized shoes and to hear Frederick 
L. Hilbert, technological director of the 
Shoe and Leather Institute, Inc., read 
his recently completed thesis on San- 
itized shoes. 

Mr. Hilbert’s reading covered the 
subject thoroughly and interestingly, 
taking up the need for this development 
in the shoe trade because, he says, 
“Unfortunately, shoes, unlike the rest 
of our everyday wearing apparel, can- 
not be washed or dry cleaned, internal- 
ly and externally.” Continuing, Mr. 
Hilbert went into the harmful effects 
perspiration has upon shoes, the work 
of leather experts and bacteriologists 
along these lines and, in closing, the 
benefits derived from Sanitized shoes 
and leather both physically and hygen- 
ically. 

Following his talk, a round table 
discussion of the merits of this process 
was held with speakers representing 
the bacteriology, research, podiatry and 
leather fields giving their views on the 
subject. 

Those present included the follow- 
ing: Dr. L. Clement, director of the 
Sanitized Reseach Institute; Mr. Engel, 
Mr. Sheinbaum, Dr. I. Schwartz, Dr. 
I. Schwartz, Dr. Louis J. Scheiber, Dr. 
A. D. Gellis, Charles Lerner, H. Han- 
gan and Charles W. Dorn, of the J. C. 
Penney Co.; Martin A. North, Grey 
Advertising Agency; Milton Friedburg, 
Bloomingdale Bros.; Ted Stern, Wil- 
liam Glazer, L. Bamberger & Co.; Dr. 


' Jack Appelbaum, Dr. Henry D. Gross, 


Carl W. Howell, Dr. Leihterman, New 
York City Board of Health; Dr. Harry 
Weinterman, Dr. .I. Sigel, George 
Hubner, Mitchell & Peirson, Inc.; 
George Mealley, Ohio Leather Co.; 
Walter L. Mosbacher, Mitchell & Peir- 
son, Inc., and F. E. Foster and Mr. 
Chilton, of the Richard Young Co. 
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Shoe Committee to Hold 
Further Hearings July 25 


WASHINGTON, D. C.—Industry Com- 
mittee No. 6, operating for the shoe 
manufacturing and allied industries 
under the Fair Labor Standards Act, 
will hold further public hearings on 
July 25 to consider the subject of rec- 
ommending minimum wage rates for 
employees in the industry. 


Thayer McNeil Closes 
Branch Stores 


Boston, Mass.—In order to improve 
their service to customers by concen- 
trating merchandise and selling per- 
sonnel, directors of the Thayer McNeil 
Company have voted to close the Back 
Bay store at 414 Boylston Street and 
the Brookline store at Coolidge Corner 
—the latter on June 23 and the former 
as of August 1. The branch store in 
Wellesley and the main store at 47 
Temple Place, of course, remain open. 

Announcement of the change is made 
in a letter addressed to all customers 
by James Gordon McNeil, president of 
the company, in which he explains that 
“in the progressive development of 
every business there are times when 
seemingly revolutionary, yet basically 
common sense, steps must be taken. In 
the nineteen twenties, Thayer McNeil 
Company, in keeping with the decen- 
tralization trend of the times, opened 
branch stores in Brookline, Wellesley 
and at 414 Boylston Street. Today, due 
to the changed character of the shoe 
business—which requires us to carry 
so many more types of shoes than for- 
merly—we have found that the disad- 
vantages of this arrangement outweigh 
the advantages. 

“Briefly stated, our much more varied 
merchandise must be divided between 
four stores, which seriously handicaps 
us in giving our customers the service 
we desire to maintain. After careful 
consideration of the problems involved, 
the directors of Thayer McNeil Com- 
pany have decided to close our Coolidge 
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Corner Shop (Brookline) June 23, and 
our Boylston Street Store (Back Bay) 
August 1. 

“The entire sales force of these stores 
will be transferred to Temple Place— 
thereby concentrating both our per- 
sonnel and merchandise at two stores 
and greatly improving the ease and 
efficiency of our service. 

“The same ownership and manage- 
ment which has served the public for 
fifty-eight years will continue, and we 
cordially invite you to make our 47 
Temple Place store or our Wellesley 
Square Shop your headquarters for 
fine footwear and accessories in the 
future. Meanwhile we would welcome 
any suggestions that would help us to 
further improve our service to you.” 


Announce Fall Campaign 


St. Louis—As part of its program 
of style promotion on its Poll Parrot 
children’s line, Roberts, Johnson & 
Rand will advertise these shoes in the 
September issue of Vogue. Other con- 
sumer magazines to carry the Poll Par- 
rot advertising this Fall include Good 
Housekeeping, Child Life and Parents’ 
Magazine. 


Hamilton-Brown Adjudged 
Bankrupt 


St. Louis—An order adjudicating 
Hamilton-Brown Shoe Company bank- 
rupt was issued by Judge Moore in 
U. S. District Court here June 22. 

The matter was referred to Referee 
E. E. Pearcy here, the court reserving 
jurisdiction as to the allowance of fees 
and expenses incident to the proceed- 
ings for reorganization under Chapter 
X of the Bankruptcy Act. 

Judge Moore continued J. K. Varda- 
man, Jr., and John W. Lake as trustees 
until a trustee is elected at a meeting 
of creditors before Referee Pearcy. 

The court directed the trustees to 
file an accounting of their administra- 
tion by July 3. 
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SALESMEN WANTED 


One for Ohio. Another for Illinois and Missouri. Another for 
Mississippi, Louisiana and Tennessee. Nationally known, nation- 
ally advertised lines Men’s and Boys’. Retail Men’s $3.50 to $8.00, 
Boys’ $3.00-$3.50. Strong line. Established business. Splendid 
opportunity. Must live in territory and be working it now. Give 
full information in letter—age, complete sales record, lines sold 
for past five years and at least three character references. All 
replies confidential. Address #236 c/o Boot and Shoe Recorder, | 














140 Federal St., Boston, Mass. 

















FOR SALE 


Wet established family shoe store in go 
industrial town. Eastern Pennsylvani 
Business still increasing. Wonderful Loportur 
ss ad right eorder, 2 Address $311 Bo. 
& Shoe 339 West 39th Street, Ne 
ork, 





UST sell, valuable, rare shoe collection, | 
pairs from all parts of world. Offer 
sidered. Floyd G. Frederick, 130 Main S 
Souderton, Pa. 


HILDREN’S Shoe pisenien or Fami 

Store; good reasons; southern New Yo 
State. Address $308 care Boot & Shoe Record: 
239 West 39th Street, New York, N. Y 





OR SALE—-Established shoe store on nor 
west side of Chicago. An unusual opp 
tunity. Owner has other interests. Inquire 
Klotz, 7346 Irving Park Road, Chicago, Iino 

















SLIPPERS THAT SELL AT SIGHT POSITION WANTED 














Sideline salesmen wanted for the fastest selling 































































full particulars and references. Address $312 









































| 
slipper line in the Country. Territories available— 
Gir Sorin neat Gattis, Gases Likes 
Misslesippt. Leulslans, Missouri, Kentucky, Ten“ | | POSITION WANTED 
Address 317 sare BOOT & SHOE RECORDER | | HERE IS YOUR OPPORTUNITY TO OBTAIN THE SERVICES 
239 West 38th Street, WN » & V. | . 
frie te OF A SHOE MANUFACTURING EXPERT. This man has had 
many years’ experience in all phases of the shoe industry and has 
S Commisei Bie ng By tg x | | specialized during recent years in shoe factory management. He can 
in-stock Line, $4.00 Retail Men’s Dress Welts walk into your factory at once, can make a thorough analysis of all 
and $5.00 Retail Kid ‘aA Ag ie ie. your production and distribution problems and show you how you 
Carrying. Fall Line R Desirable can put it on a paying basis. He does not expect a large salary unless 
weg 4 oo en —WINCHELL HOE MFG. results shown warrant it. It will be well worth your while to wire or 
ee write this man for an immediate interview. 
ALESMEN 
Se axented aft, 4, Complete Line af Address £309, Care BOOT & SHOE RECORDER 
stock at all times. Salesman must be well | 239 West 39th Street, New York, N. Y. 
sang A Bg FR oy Fay F 3 
2318, Boot & Shoe Record West 
ith'Siret, New York N.Y” | W/Enlvlenns? tnogs the sie’ unataiarng LINE WANTED 
L MAN mess from to wis to interest Amer 
SALESMAN corey sition ty est ican, shoe manufacturer in new factory methods: | F XPERIENCED shoe salesman, 12, years on 
homa, Tennessee, Mississippi, Arkansas. Write West 39th Street, New York, N. Y. ’ es Eee Oe Wome novelty 


shoes to retail at popular prices, fer the State 
of Texas; will furnish the best of references. 





St. Mo ty” py ee Address $313 care Boot & Shoe Recorder, 
E,XPERIENCED buyer and Tee, Bee 
ee position. Good oo lm furni: Free W ANTED—Men’s or Growing Girls’ popular 
FOR RENT to travel. D. Merl—1223 South Lawndale, priced line for eastern Pennsylvania. Ten 
Chicago, Illinois. years ena fifteen years road experience, 
satisfactory references. Address $310 care Boot 


Sa & Shoe Recorder, 140 Federal Street, Bosion 






























d Population 350,000. Address 981 Address 
= Renan. tiventin, We. corder, 239 West 39th Street, Net York, N.Y. 









HOE STORE, Women’s, Trenton, N. J. 4 

s% Fully equipped, ready to occupy, 95% loca- M 4ngGz2. fourteen s ass. 
3 -_ twent agg Sy igen for a”, men’s ots —— vithoes, Age / 

it. a 
cen Recorder, 259° West 39th ‘Street, "New | O'Brien, 210 East 10th Ave. Denver, Colorado. FACTORY FOR SALE 
=a — ment: Women’s Specialt I over 2 ony ey ee 

ARRIED man 3 rs experience in story, square feet, on railroa 

Sitenoke noke, Va, tee ee cauipped M imei medium fast selling ae soning, buying, miles from St. Louis. Town 2,500, modern, 
whe or without stock, po me at s make connection as manager with ore good labor conditions. Deies cost $42,000 


ugus' window plan ress firm; will anywhere; priced for quick sale . cash. Company 
r. Mag Fe ae selling. =. $306 care "es Boot & oc x Re- liquidating. Address £319, care Boot & Shoe 
Recorder, 1627 Locust Street, St. Louis, M 
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twelve words should be added for the address. In 





CLASSIFIED ADVERTISING RATES 


Mim 
the rate is 7 cents per word. Minimum charge, $1.25 


advertisements is $5.00 am inch with » maximum of 46 words. 
advance. 


all other cases each word of the | 
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BUSINESS OPPORTUNITY 


MERCHANTS’ _NEEDS 








EXCEPTIONAL RETAIL 
OPPORTUNITY 


An exclusive Boston shoe store with 

excellent record of earnings is to be 

sold to settle an Estate. Has very 

high class clientele and is now operat- 
ing profitably. Further information on 

pos Sy 

Address 316 care BOOT & SHOE RECORDER 

140 Federal St., Boston, Mass. 











Fok lease or rent space in Ready To Wear 
Store in Hutchinson, Kansas, for shoe dept. 

rental or commission basis. 
ai ing business; one hundred per cent loca- 
tio Wonderful unity for good shoe 
wey Has been shoe dept. in the store for 
years. Address Chas. Gordon, Box 280, Hutch- 


inson, Kansas. 








WANTED TO PURCHASE 


USED LASTS | 


Wanted for MEN'S and 
LADIES’ SLIPPERS. 


Address 307, care 
ona arenateee™ 
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$T. LOUIS 


WEAREY PFPARKING ANB GARAGES 








Store | 








St. Louis Plans for 
Shoe Fair Participation 


St. Lours—A. E. Farrar, president 
of the St. Louis Shoe Manufacturers 
and Wholesalers Association, has ap- 
pointed J. W. Howe, Johnson-Stephens 
& Shinkle Shoe Co., chairman of the 
general committee, which will have 
charge of the arrangements for the 
showing of the local manufacturers at 
the National Shoe Fair, to be held in 
Chicago, Jan. 2 to 5 next. Other mem- 
bers of this committee are W. H. Ogden, 
Brown Shoe Co.; J. G. Jones, Rice- 
ONeill Shoe Co.; C. E. Osterkamp, 
Roberts, Johnson "& Rand division of 
the International Shoe Co., and M. 


IDEAL 
SHOE 
DISPLAYER 


“THEY LOOK AS THOUGH THEY 


WRITE FOR A TRIAL ORDER $12 per dozen 
Same price for either men's or $6.50 
women's shoes—specify type you 

per half dozen 
M. D. POLLINGER CO. stamford, Conn. 











ter eden! ve 

a Dey 
s Alter Shoes to Fit 
yr" —s Abnormal Feet 
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DE SHOE RE-SHAPING DEVICES. IN‘ 





Kalmon, Paramount Shoe Manufactur- 
ing Co. 

W. S. Milius, Milius Shoe Co., was 
appointed chairman of the committee 
on publicity and advertising for the 
National Shoe Fair and other associa- 
tion activities. Other members of the 
committee are Al. G. White, Brown 
Shoe Co.; Al Johnson, Peters Shoe Co., 
and C. L. Hein, Vitality Shoe Co. 

The membership committee is com- 
posed of H. G. Johansen, Johansen 
Brothers Shoe Co., chairman, and N. 
McDonald, Johnson-Stephens & Shin- 
kle Shoe Co. 

Drawings were held for the choice 
of display rooms at the Fair. A. M. 
Burton, secretary of the association, 
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~ WANTED TO PURCHASE 





WE BUY 


sepreserver, 
. Red + Sacen, uate, Bte 
‘IRVIN RUBIN 
“The House of ~~ 
88 Reade St., Cor. 
Phone Barclay 17-7887 ee York City 











Buyers of Surplus Stocks 
wee ee ae, © an em 6 am 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., inc. 


106 Duane St. New York 
Phone WOrth 2-5877 and 5878 

















SHOE STOCKS BOUGHT 


Complete or Pari 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, YORK, MN. Y. 
Telephone WORTH 2-5180-5181 
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said that approximately 300 sample 
rooms had been tentatively engaged 
at Hotel Stevens for the St. Louis 
manufacturers. 


Kelley Named B. E. Cole 
Plant Superintendent 


Norway, Me.—John J. Kelley has 
been appointed plant superintendent of 
the B. E. Cole Company factory, manu- 
facturers of women’s shoes, succeeding 
John J. Satter. 


Five Cent Shoe Sale 


BiveE ISLAND, ILL.—A five-cent shoe 
sale was the method used by the R&S 
Shoe Store, 13004 S. Western Avenue, 
in this city, to promote its Spring shoe 
clearance. Customers were offered a 
pair of shoes at 5 cents when they pur- 
chased a first pair for $1.95. 





